WE STERN 
WORSEWAN 


Parents... 


2. PSE PERE PHCPNED VENRENG. 
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METALLIC and COLORED 
Patent Leather 


new 
theme 


in fashion’s scheme... 
black and sun copper 
metallic patent leather... 
greatly favored for the 


new season. 


Pavilia 
Hand Made 
A JOHANSEN Shoe 


COLONIAL TANNING COMPANY, INC. Boston 11, Massachusetts *) 





Make Your Store 


The Children's 


Shoe Headquarters 


with... 


TRADE MARK REG US PATENT OFF 


FOR CHILDREN OF ALL AGES 


In Stock No. 7637 


Red Two-Strap, Red Lizard Saddle 
and Straps, Leather Sole. 
6%, to 8—B, C, D, E. 
8%, to 12 — A, B, C, D, E. 
12% to 3—A, B,C, D, E. 
3% to6 —A, B, C, D, E. 
Also in Stock in Brown, No. 7626. 


In Stock No. 986 


= Brown Raised Seam Moc- 
Te aeee casin Oxford with Allen- 
ite Tip, Brown Crepe Sole 

and Heel. 
8, to 12 — 8B, C, D, E. 


Pe 


Kali-sten-iks are handsomely crafted and 
comfortably styled for children of all ages. 
ig 12% to 3—B, C, D, E. 
If you want satisfied customers and Also in Stock in Black, 
‘ No. 922. 
repeat sales — YOU should be the Kali-sten-iks 


shoe headquarters in your locality! 
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AIM STRAIGHT FOR TODAY’S GREAT VOLUME MARKET! GET THE PAIRAGE FOR YOUR 
STORE. PROFITABLE BUSINESS . . . EASILY YOURS, IF YOU GO AFTER IT WITH THE LINE 
THAT'S ALWAYS BEEN BEST AT THIS PRICE. 


‘1 BRAND IN THE *6 1010” FIELD AUERICAW GIRL 


SHOE 


- 


- 
= 


SALES POWER. WITH AMERICAN GIRL YOU GET A COMPLETE LINE flats, sports, casuals for 
the teen market . casuals and pumps for the career market . ‘‘comfort"’ and street 
shoes for the older market... novelties, basics, nurses, etc. 288A Street, Boston, Mass 





our 


Golden 


ViVLoyest-heal 
(THE CUSTOMER) 


wants the 
many-faceted look 


of BLACK KID 


- BY AMER 
GLAZED 
BROADTAIL 
CROCHET 
SHADONET 
13 XO). F_UN! 


WILLIAM AMER COMPANY 
PHILADELPHIA 23 


FASHION OFFICE: 1270 BROADWAY, NEW YORK 1 
CHARLINE OSGOOD FASHION COORDINATOR 
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Most businesses that die don’t die a natural death. 


The close is just one step in the sale—don’t be afraid of it. 


Plantar Warts Are Often Mistaken for Calluses 
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NOW... 


TO YOUR MEN'S SHOES 

















with 
TAYLOR 


new wide 


SATIN-FINISH 


Its smooth satin finish blends with the finest 
smooth leathers ...and when used in wide 
panels lends itself to a wide range of styling 
... giving fine appearance, comfort and fit, 
the requisites of high-grade shoes. 





THOMAS TAYLOR & SONS 


COPR. 1960 THOMAS TAYLOR & SONS HUDSON, MASSACHUSETTS 
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MR. NEOLITE cars Weve done itagoin! 


NEW, IMPROVED, LONGER-WEARING 


Genuine NEOLITE Soles are 
featured on over thirty 
leading brands of 
children's shoes 





THIS “TORTURE TEST” 
TELLS THE STORY! 


The long wear of NEOLITE is 

constantly under test at the State 

Street School, Windsor, Vt. Here 

boys and girls participate in a 

comparison test that is the most 

accurate method of testing wear we 

know. They wear shoes with ordinary 

soles on one foot and new, improved 

NEOLITE Soles on the other. These 

extremely active children put THE SENSATIONAL RESULTS! 

the soles of their shoes through 

a real “torture test.”” They give them The unretouched photos shown here prove beyond a shadow 
the roughest possible wear on of a doubt that NEOLITE far outwears ordinary soling. The 
concrete pavements and stony dirt ordinary soling is completely worn through. The NEOLITE 
playing fields. Soling is still intact and good for many more months of wear! 


NEOLITE SOLES FOR CHILDREN'S SHOES! 


Tougher, stronger, more resistant to wear than ever before—that’s the new, improved 

NEOLITE developed by Goodyear especially for children’s shoes. That means that NEOLITE, famous 
for years for its long-wearing qualities, will now be more famous than ever, more 

appealing to budget-minded parents. Yes, you can add extra-special sales appeal to your 

lines of boys’ and girls’ shoes by soling them with this extra-special NEOLITE. 


Get all the facts from your Goodyear Representative. Or, if you prefer, just write to: 
Shoe Products Division, Goodyear Tire & Rubber Company, Akron 16, Ohio. 


NEW IMPROVED 


NEOLITE SOLES ° |; 


On i 


MADE ONLY BY 


BEOLITE, AM ELASTOMER BESIN BLEND, T.m THE GOODYEAR TIRE & RUBBER COMPARY. ARBOR, ONIO 
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NOCONA 


made of 


GENUINE PIGSKIN* 


The universal acclaim of NOCONA’S 
first styling in Genuine Pigskin (“The 
Boar”) inspired us to create this Half 
Wellington in the same, wonderful 


ay 59 leather. We call this new style “The 
e Ls) 9. Shoat”. 


“The Shoat” is a 9-inch, full leather lined 
dandy . . . made in your choice of regular 
leather sole and shoe heel . . . or with 
Neoprene cork sole and heel as illustrated. 


“THE BOAR” 


“The Boar” has 12-inch top, slit- 
through pull straps . . . made with our 
exclusive Thin-Line Cushion Shank. 
(Patent applied for.) 


*Both styles are in Camel colored Genuine 

Pigskin . . . the scarce, luxurious leather 
of natural beauty and distinctive grain. Do 
NOT confuse imitation materials often 
called “pigskin” when used in gloves, foot- 
balls, etc. Only Genuine Pigskin is the skin 
of a pig. It has great durability, is highly 
resistant to scuffing and wearing . . . im- 
proves with age. 


inh dia 
— NOCONA ) forte 
« BOOTS SF srrecures 


QUALITY 


NOCONA BOOT CO., INC. 
ENID JUSTIN, President x NOCONA, TEXAS 
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More About 
Advertising... 








“Advertising has adopted advancements in technol- 
ogy as they have come along.” says Edward L. 
Bernays, well known public relations practitioner. 
“from fifteenth century printing presses to twen- 
tieth-century skywriting and television. 


“But it has failed to exploit equally revolutionary 
developments in the social sciences. 


“Many advertisers believe that merely supplying 
true information about a product will change the 
attitudes of those who now have erroneous ideas 
about it; but the social scientists have found that 
attempts to change attitudes only by disseminating 
truce information or factual arguments have been 
notably unrewarding. 


“Advertisers who rest their case mainly on the al- 
chemy of semantics might find it worth while to 
devote attention to the discipline of human motiva- 
tion. 


“How about your advertising? Is it more important 
to you whether the photos will be in color than 
whether you are going to get your message across 
in terms of the person who reads it? 


“Too frequently we are led astray when we are con- 
fronted by a battery of experts. And, with most 
manufacturers, experts are men who have been 
doing a successful selling job for other producers. 
“But it does not hold that what will sell automo- 
biles and luggage is going to sell shoes or houses. 
“Trying to be all things to all people is throwing 
money down the drain. 
“It is more realistic to take a reasonable view of the 
situation and center on the valid markets for your 
product. 

—*Then, select an appeal or appeals for these valid 
markets.” 


Su. ens 


Publisher 
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Step up 


your profits 


with these SENIORS’ 


STEP-INS 


...that can take wear punishment 
and make satisfied customers! 


“SCOTCHGARDED” BUCKS, 
Brass Brown +210 and the sea- 
son’s new Black Olive +610... 
Sizes 12% to4, BtoD @ $4.70 


“HI-POLISH” SMOOTHS, 
Mahogany Brown +259 and 
Black +859... Sizes 12% to 4, 
B to D @ $4.95 


(P.S. — +859 Black, also in A 
width) 


Famous Jumping-Jacks’ snug-hug 
fit is given a Step-in Plus with 
hidden elastic gore. 


VAISEY-BRISTOL SHOE CO. 


Monett, Mo. 











WHAT NYLON HAS DONE FOR STOCKINGS, VINYL IS DOING FOR SHOES 


“Couldnt 
happen 

fo a nicer pair 
of shoes” 


FIRST CHOICE IN VAMP AND STRAP LINING MATERIAL NYG 
... ROUBLE-FREE AND LONG-WEARING 


Beautiful on the outside and thev're strength in all directions. Nygen will 
made to stay that way inside, thanks not pucker or draw up in double needle 
to Nygen. These days, lining straps and stitching of straps. If vou manufacture 
vamps isn’t a problem because Nygen shoes, let your Textileather footwear 


vinyl! shoe fabric offers important advan- representative show you Nygen in the 

tages over sheep linings. Nygen saves newest seasonally coordinated colors. If 

manufacturers 8* to 12* per pair. Unlike you're a retailer, look for the Nygen 

hide, Nygen has uniform width and strap and vamp linings that look good 
the finest, most complete line thickness. It cuts with a soft, non for the life of the shoe and bring back 
fraying, clean edge, and has equal satisfied customers 


of vinyl shoe fabrics comes from: 
T.M. The General Tire & Rubber Company 


vaen Vir ok le M red A gtol Pat 


Qjto TEXTILEATHER 


THE GENERAL TIRE & RUBBER COMPANY~ FOOTWEAR FABRICS DIVISION °Soveco%?o.5° 


Represented by: 
*Seamon Steen Company Liebman & Curnming jJonn E Shevenet ” Scrneder & Sor * Barnard Shoe industry Supply Cors Also distributed by 
96 100 South Street 329 nset Bivd 21 Spruce Street 1225 North Water Street 10380 Page industriai Bivd Universal Coated Fabr 
Boston 11. Massachusetts Los Angetes. Calforma New York 36 New York Miwaukee Wisconsin St Lous 32. Missour: 643 Broadway. New York 12.N ¥ 


Meivin E We * Moore & Giles Liebman & Cumming CN Riesenberger & Sor 
180 North Wacker Drwe PO Box 56 718 Mission St Rem 427 370 West Broad Street 
Chucago 6. ittnors Lynchburg. Virginia San Francesco. Catvforma Coturnbus 2 Omo regrona! sales office jcated Dy an asterisk 


*Stocks are ware? #6 tor your convemence et the 
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Joe Retailer says: 


“Green light ahead... because 
I’m sizing up before I lock up” 


“Yes sir, I’m really highballing it this fall. 
Every golden minute of the sales day I’m 
selling customers what they want in their 
sizes. 


“Brown Shoe Company’s ‘Operation Size- 
Up’ keeps the track clear for me—brings 
my basics in the back door as fast as they 
go out the front. 


“Get aboard the fall gravy train—just 
size up before you lock up—every night.” 





OPERATION [eaiiaay 
SIZE-UP 


























St. Lowis, Missourl ... Makers of: Air Step + Buster Brown + Galaxies + Glamour Debs + Life Stride « Miss America + Naturalizer + Official Boy Scout Shoes 
Official Girl Scout Shoes + Pedwin + Propr-Bilt » Risque » Robin Hood « Robinette + Roblee + Smartaire 
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7 
THE QUALITY Cay LEATHER 


Ae he 


Sor the gentle, paled look of '61 
... lusciously yellowed 


... wonderfully warm 


@ 


LEATHER co. GIRARD, OHIO 
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Big Changes 
Coming 
In Education 


Your Baby's 
First Year 

& the growinges 
How to make 

Teen Drivers 
Good Drivers 
Minimize 

The Miseries 

Ot Moving 


Parents 
Magazine's 

Mrs. America = 
House ; 


Fall Fashions 
For School » 








These companies are advertising to 1,835,000 biggest-buying young mothers in the Fall issues 


of PARENTS’ MAGAZINE— 


Acme Boot Company, inc. Gerberich-Payne Shoe Company Leather Industries 

American Biltrite Rubber Company Gilbert Shoe Co. (Kali-sten-iks) Moran Shoe Company (Twinkies, Wee Walker) 

American Juniors Shoe Company Goodyear Tire & Rubber Co. (Neolite Soles) National Shoes 

Beacon Falls Rubber Footwear Green Shoe Company (Stride Rite) Pied Piper Shoe Company 

Biue Star Shoes, Inc. Herbst Shoe Mfg. Co. (Child Life Shoes) Shoe Corp. of America (Blue Bird Shoes) 

Brown Shoe Company Indian Walk Footwear Simplex Shoe Mfg. Co. (Simplex Flexies) 
(Buster Brown, Robin Hood) International Shoe Company Soinit Shoe Company (Pos-tur-bild) 

Curtis-Stephens-Embry Co. (Pro-tek-tiv) (Poll Parrot Shoes, Red Goose Shoes, Tingley Rubber Footwear 

Craddock-Terry Shoe Corp. (Billiken Shoes) Weatherbird Shoes) Tyer Rubber Footwear 

Dr. Posner Children’s Shoes John Irving Stores (Val-U-Pedic) United States Rubber Co. (U. S. Gaytees) 

Dunham Brothers Company (Tuf Footwear) Juvenile Shoe Corp. of America (Lazy-Bones) Vaisey-Bristo! Shoe Co. Gumping-Jacks) 

Eby Shoe Co. (Fleet-Air) Karl's Shoe Stores Virginia Oak Tannery (Votan Super Sole) 

Endicott-Johnson Corp. (E-Jays) G. R. Kinney Company, Inc. (Educator Royals) Wolverine Shoe & Tanning (Hush Puppies) 


LEATHER INDUSTRIES OF AMERICA is promoting big- 
volume Back-to-School sales with an exciting spread 
in the September issue of PARENTS’ MAGAZINE. Man- 
ufacturers who tie in with the promotion will receive 
from LIA handsome, specially planned Merchandising 
Kits for distribution to their dealers. 


PARENTS’ MAGAZINE reaches the biggest concentrated children’s shoe market! 








PARENTS’ MAGAZINE CIRCULATION 
1,835,000 4,200,000 





MONTHLY READERSHIP 











PARENTS’ MAGAZINE, 52 Vanderbilt Ave., N. Y. 17 + Chicago + Atlanta - Boston + Detroit + LosAngeles + San Francisco 
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Doctors like to treat their feet right Little mothers insist on support 
—they need comfortable Leather shoes! ~ they need dependable Leather shoes! 


aad se & 


Actresses adore the grown-up look Spacemen want growing space 
— they need fashionable Leather shoes! ~ they need well-fitting Leather shoes! 


This striking two-page, two-color spread will appear in Sept. Parents’ Magazine. 
Powerful publicity will appear in your local newspapers, television, radio! 





Boxers go in for fancy footwork Birthday girls study the present (and the 


' 


~ they need flexible Leather shoes! future)—they need lasting Leather shoes! 


CHILDREN NEED 
LEATHER SHOES 


Children love toplay™let’s pretend” ” 
afford to play'with t~ 


tan” 
ta LEATHER 


SHOES 
ARE 
verTeR 
SHOES! 


Cowboys play rough and tough INDUSTRIES 

- they need rugged Leather shoes! f PRE SELLS 
4 B ve 

f CHILDREN’S 


Free! Point-of-sale merchandising support! 
ns est oR Fifth Ave., N.Y. 16. FOR YOU 











‘SER WATER 


Wis SHi// Dry inside / 





SL 2 





@ Bow Corning Witicere ae 


© Keeps water out *T.M. Dow Corning Corporation 
and at)! Dreathes 


@ Maxes snoes more 
comfortapie to wear 


Boots treated with Syl-mer sell on sight! 


Formerly Syifiex 


says John W. Pitzer, buyer for the Em-Roe Sporting Goods Company in Indianapolis 


“The under-water test on our counter tells the whole 
story of SYL-MER* at a glance,” continues Mr. Pitzer. 
“Ranger StaDri hunting boots are waterproof. That’s 
why we expect to sell them in volume from now on.” 

The immersion test being conducted at the Em-Roe 
store proves the effectiveness of SYL-MER, the silicone 
protection that makes leather softer, more flexible and 
more comfortable, even after continued wetting. With 


16 


SYL-MER treated leather plus sealed seams for water- 
tight construction, you can promise your customers 
dry feet with leather that b-r-e-a-t-h-e-s. 

Why not make SYL-MER-identified by the SYL-MER 
hangtag—your guide to extra footwear profits? 


For details write: 
DOW CORNING CORPORATION, MIDLAND, MICHIGAN 
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FOR CASUALS: STYLE +SELL WITH 


Mears’ Heel Appeal:/ 


from the Mears 


Hees APPEAL rnew concept mn ¢ isual These are just a few new ideas 
beautite | tr ditional woods Heel Appe il concept Many others are 
ind cap. above and many more are sampled by 


tvle conscious shoe manufacturers. Why not give 


shown 


ow being 


e-settiing ik heel line, 


mad utility of plasties 
eels, for example, are now available in vour casuals more stvle and more sell with Mears 
of interesting new patterns, Plus, “Heel Appeal”? Call Mears 
Don-ite or hot spray nd almost un- on prices, sampling at 


, . 
| tv tay peossiboalal unin 


Thrvnate rity 
Mears Ttahan Incoma Lathe 

»> becoming a fast 

of plastic Flatties 


- id misses shoe 
| Flatties in black and brown offer 


id dunt sbordat 


Mears ...7THE FINEST NAME IN HEEL STYLING AND CRAFTSMANSHIP 
































— 
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SOLE COMPANY 





SOLKAI 
Over 2 billion 
rv of ONCO, SOLKAI 
n-— WuL-TEeX 


vi ore tor 
mpict 


Another Ouality Product of 


BROWN |ygJ COMPANY 


General Sales Offices: 150 Causeway St.. Boston 14. Mass 


Malis: Berlin and Gorham, N. i 
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Retard Imports, Industry Asks the Government 


Management and labor presented 
a united front at tariff hearings 
in opposing any lowering of 
“peril points” and in calling in- 
stead for greater restrictions on 


imports of footwear. 


By GEORGE H. BAKER 


WASHINGTON, D. C.—The gov- 
ernment is studying a fresh appeal 
for restrictions on footwear im- 
ports. The request was presented 
here Aug. 2 by spokesmen for shoe 
management and shoe labor. 

Two government agencies the 
Tariff Commission and the Commit- 
tee for Reciprocity Information 
have been holding public hearings 
on State Department proposals to 
peg all U. S. tariffs again 
next year. The two agencies 
seeking the views of industry and 
labor in helping to find the “peril 
point” for each industry—the point 
below which tariffs must not drop 
if an being 
wiped out. 


down 
are 


industry is to avoid 


United Front—In the hearings 
held here, shoe management and 
labor presented a united front not 
only in opposing any further tariff 
cuts but also in demanding a pro- 
gram of from 
the government that the ever-grow- 
ing volume of imported shoes can 


positive assurance 


be retarded. 

If such 
coming, further 
shoe production capacity and shoe 
employment are inevitable, the gov- 
ernment was told. 


forth- 
erosion of U. S. 


assurance is not 


Industry Speakers—-Testimony on 
behalf of the shoe and leather in- 
dustry presented by A. W. 
Berkowitz, president of the Songo 
Shoe Manufacturing Co., Portland, 
Me., and chairman of the Imports 
Committee of the National Shoe 
Manufacturers Assn.; Iver M. Ol- 
son, NSMA director of marketing; 
Maxwell Field, executive vice-presi- 
dent, New England Shoe and 
Leather Assn.; Irving R. Glass, 
executive vice-president, Tanners’ 
Council of America; O. R. Strack- 


was 


August 15, 1960 


bein, a tariff economist testifying 
in behalf of the AFL-CIO Boot and 
Shoe Workers’ Union, and Robert 
G. Rashid, vice-president, sales, 
Ripon Knitting Works, Ripon, Wis. 

George Fecteau, president of the 
AFL-CIO United Shoe Workers, 
filed a statement of protest against 
imports but did not testify orally. 


Cemented Category Cited — The 
government's plans to cut tariffs 
on footwear with cemented con- 
structions are a particularly harm- 
ful blow, Mr. Berkowitz and Mr. 
Field agreed. Women’s and misses’ 
cemented footwear imports in- 
creased over 700 per cent between 
1954 and 1959, Mr. Berkowitz stated. 
And imports in the first five months 
of 1960 were nearly as high as in 
all 1959. 

Mr. Field said imports of men’s 
cemented shoes are already in ex- 


cess of U. S. production. 


Higher Peril Points Asked— Any 
further lowering of tariffs will only 
aggravate an already painful situa- 
tion, Mr. Field told the government 
tariff experts. He said the answer 
to the problem is not lower tariffs 
but higher duties or quotas, or both. 
Mr. Berkowitz agreed, asking that 
peril points on shoe imports be set 
at higher levels, rather than lesser 
levels as proposed by the State De- 
partment. 

Mr. Berkowitz summed up the im- 
port problem in these six points: 

® Unless checked, imports will 
more than double in the next two 
years. 

® A growing number of U. S. 
shoe manufacturers will be squeezed 
by imports before long. 

© Small U. S. manufacturers— 
those least able to fight back—are 
being hurt worst of all. 

® Many imports are copies of 
U. S. styles—produced at half U. S. 
costs. 

® Foreign governments have 
steadily refused to cut restrictions 
on imports of U. S. shoes, despite 
our good-faith rate reductions over 
the years on their products. It is 
painfully evident that U. S. negoti- 


ators are poor traders and no match 
for their foreign counterparts. 

® Present tariffs are no obstacle 
to foreign producers. 


Glass Urges Reciprocity Mr. 
Glass, speaking for the Tanners’ 
Council, said that although a num- 
ber of foreign governments impose 
strict limits or even outright pro- 
hibitions on U. S. goods, there are 
no comparable restrictions on U. S. 
imports. 

“We ask you to build a climate 
that will eliminate these restric- 
tions and that will build true recip- 
rocity,” he said. 

“The market for leather in the 
United States during the past dec- 
ade has not expanded,” Mr. Glass 
noted. “Our industry has sought 
to preserve leather volume against 
a background of unprecedented 
technological development in com- 
petitive industries. 

“Consequently, any growth in the 
volume of imports has not been off- 
set by expansion in total consump- 
tion and has, therefore, directly af- 
fected domestic production and 
sales potentials.” 


Unfair Competition Charged - 
Mr. Glass said tanners believe that 
“in spite of the gross wage benefits 
by competitors abroad, 
foreign leather would never have 
taken over such a large share of 
the U. S. market if ostensible rules 
of fair trade and fair competition 
had been observed. 

“The tactics used by a long list 
of foreign nations during the past 
10 years include virtually every sin 
condemned by 
charged. 


enjoyed 


reciprocity,’’ he 


“Excellent” Business?—Mr. Ol- 
son defended the industry against 
suggestions from the government 
experts that shoemen were asking 
for help in the face of “excellent” 
True, he 1959 ap- 
pears to be a good year “on paper.” 
But he explained that part of what 
seemed to be “excellent” business in 
1959 was only the result of buying 
to offset 1958, a vear in which in- 
ventories were allowed to decline. 


business. said, 
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NSMA-NESLA Study Shows Output by Price 


NSMA and NESLA have made 
public a breakdown, by price 
lines, of shoe and slipper produc- 
tion in each of the basic categor- 
ies, during 1959, 1957 and 1955. 


SHOES wholesaling at $3 and 
under (and retailing at approxi- 
mately $5 and under) declined from 
a 52.7 per cent share of the market 
in 1957 to 49.4 per cent in 1959. At 
the upper end, the $12.0l-and-over 
wholesale range ($20 and over at 
retail) moved up from 1.4 per cent 
of the market in 1957 to 1.9 per cent 
last year. 

These are among the trends evi- 
dent from a footwear price line 
study prepared by the U. S. Census 
Bureau for the National Shoe Man- 
ufacturers Assn. and the New En- 
gland Shoe and Leather Assn., pub- 
lished in detail by the two trade 
organizations. 


Median Retail Prices — Compar- 
ing the 1959 data with that of previ- 
ous years, the associations found 
that the median retail price per 
pair for all footwear marketed last 


year was $5.09. In other words, half 
the shoes that reached the con- 
sumer in 1959 sold for $5.09 or less, 
the rest for more than $5.09. This 
compares with a median price of 
$4.82 in 1957, $4.80 in 1955. 

The only footwear categories to 
register a lower median price in 
1959 than two years earlier were 
.men’s dress shoes and “all other 
footwear” (see appropriate table.) 

The average retail price for all 
footwear, meanwhile, was calcu- 
lated at $6.31 per pair comparcd 
with $6.10 in 1957. 


Other Observations—In the men’s 
dress shoe field, the $6-or-less 
wholesale price category increased 
its share of the market from 58.9 
per cent in 1957 to 60.4 per cent 
last year. Some extraordinary news 
for the higher-price men’s dress 
category: the $12.0l-and-over 
wholesale) range jumped from 5.3 
per cent of the total in 1957 (it was 
only 2.7 per cent in 1955) to 7.7 per 
cent in 1959. 

In men’s work shoes, the $6-and- 
under wholesale category accounted 


(at 


Production of Shoes and Slippers by Price Lines 


(Per cent of pairs) 


Estimated Median Retail 
Price per Pair 
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Total Production 60% 
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Men's Work 
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Infants’ and Babies’ 
All Other Footwear 
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only for 45.7 per cent of the total 
in 1959, down from 52.7 per cent 
two years before. The $12.0l-and- 
over group, however, gained from 
1.8 per cent in 1957 to 2.8 per cent 
in 1959. 


New Sample Used — NSMA of- 
ficials point out that the 1957 and 
1959 figures are new 


based on a 


1959, 1957, 1955 
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sample put into use in 1957. In- 
cluded in the study are firms that 
manufacture $500,000 or more at 
wholesale value. Before 1957, price 
line data was based on a sample 
consisting only of companies that 
manufactured $1 million or more. 

The newer sample is said to over- 
come understatement at the ex- 
tremes of pricing. 


A Word of Caution—Iver M. Ol- 
son, director of marketing of the 
National Shoe Manufacturers Assn., 
has cautioned that “since the 1955 
data used the smaller sample, it 
cannot be compared with 1957 and 
1959 with any great precision. On 
the other hand, the 1957 and 1959 
data are very comparable,” he says, 
“because they are based on the new 


samples.” 

Mr. Olson warned shoemen ap- 
plying the figures for merchandis- 
ing purposes to make sure that the 
1957 figures they use are the ones 
made public here. He said other 
1957 figures have been published 
which exclude firms doing between 
$500,000 and $1 million at whole- 
sale. 
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Mid-Season W eek Is Conference Time: 


PPSSA, NSRA Units Focus on Spring ’61 


TWO committees of the National 
Shoe Retailers Assn. will discuss 
and evaluate the fashion picture 
for spring and summer 1961 at sep- 
arate meetings during the Aug. 20- 
25 Mid-Season Shoe Fashion Con- 
ference Week in New York. 

The Women’s Shoe Style Commit- 
tee meets Aug. 24 in the Plaza Ho- 
tel, and the Children’s Style Com- 
mittee meets the following day at 
the same place. 

Presiding chairman of the 
men’s unit is Z. Albert Joseph, Jo- 
seph Salon Shoes, Chicago. 

The children’s unit will hear 
Virginia Shaw, fashion editor of 
Parents’ Magazine, present the fab- 
ric and color picture in children’s 
apparel. Presiding chairman of this 
committee is Stephen Heller, Wil- 
liam Hahn & Co., Washington, D. C. 


wo- 


THE National Shoe Retailers 
Assn.’s Spring and Summer Fashion 
Conference will be held Tuesday, 
Aug. 23, at 2:30 p.m. in the Plaza 
Hotel ballroom, with the Color 
Assn. cooperating. Stanly Marcus, 
president of Neiman-Marcus Co., 
Dallas and Houston, will speak. 


THE Popular Price Shoe Show 
committees will begin their spring- 
summer fashion evaluations at a 
series of meetings in the Waldorf- 
Astoria during the Mid - Season 
event. 

PPSSA’s Fashion Trend Meeting 
will be held Monday, Aug. 22, at 
9:45 a.m. in the Sert Room. Doris 


First-Half Output: 312 


THE government says total foot- 
wear production in the first half of 
1960 reached 312.3 million pairs. Al- 
though the figure is slightly higher 
than earlier estimates, still it repre- 
sents a 4.2 per cent decrease from 
the 325.9-million-pair output in the 
first six months of last year. 

The Census Bureau’s revised esti- 
mate of June production was 49.9 
million pairs, down 6.6 per cent 
from the same month last year. Out- 
put of men’s dress and play shoes 


24 


Weston and Helen Joseph of 
PPSSA’s fashion staff will address 
some 300 persons, including mem- 
bers of PPSSA women’s and chil- 
dren’s style committees, members of 
the New England Shoe and Leather 
Assn. and the National Assn. of 
Shoe Chain Stores, and the trade 
press. 

PPSSA style committee meetings 
are now listed as follows: 

Saturday, Aug. 20—9:15 a.m., Wo- 
men’s, Men’s and Children’s Slip- 
pers; 2 p.m., Women’s Dress Shoes. 

Sunday, Aug. 21—9:15 a.m., Chil- 
dren’s Shoes. 

Monday, Aug. 
men’s Sports and Welts. 

Tuesday, Aug. 23—8:45 a.m., Wo- 
men’s Casuals and Dress Flats. 

The Fashion Executive Commit- 
tee of PPSSA will meet Aug. 21 at 
4:30 p.m., and the PPSSA Show 
Committees of the two sponsoring 
associations will hold a breakfast 


meeting Aug. 24 at 8 a.m. 
- 7 e 


22—2 p.m., Wo- 


FOUR speakers have been named 
for the National Shoe Manufactur- 
ers Assn.’s Early Bird Breakfast, 
Aug. 22 at 7:45 a.m. in the Waldorf- 
Astoria’s Empire Room. 

Representing retailing wiil be C. 
Charles Marran, president of Spen- 
cer Shoe Corp., Boston, and Ernest 
Dornbush, a merchandise manager 
for Gimbels, New York. Represent- 
ing manufacturing will Harold 
B. Gessner, president of Oomphies, 
Inc., New York, and Abe Weinman, 
vice-president of Five Star Foot- 
wear Co., Long Island City, N. Y. 


be 


Million Pairs, Down 4% 


was 7.1 million 
from June 1959. 
and work shoe production amounted 
to 15.2 million pairs, 2 per cent be- 
low the 15.5 million pairs produced 
in June ’59. 

According to Census Bureau fig- 
ures, the production decline this 
year was registered almost entirely 
in the second quarter. At the end 
of March, the 1960 output was 
within 1 million of the correspond- 
ing 1959 total. 


pairs, unchanged 


Women’s dress 


Retailers Drop Name 


’ v8 
‘Edwards’ After Suit 

ATLANTA—The Edwards Shoe 
Stores, Inc., will probably adopt 
the name Economy Shoe Stores for 
their family-type operations in the 
Southeast, following litigation 
which barred the firm from using 
the name “Edwards.” Edwards Shoe 
Co., a sister firm, will become Del- 
son Shoe Co., a name it has already 
been using for some of its opera- 
tions. 

The two Atlanta firms were de- 
fendants in a suit filed in federal 
court by Edwards Shoes, Inc., and 
J. Edwards & Co., Philadelphia 
manufacturers. The suit charged 
trademark infringement and unfair 
competition in the use of the Ed- 
wards name, which the plaintiffs 
said is nationally known. The Ed- 
wards name had been used by the 
southern company since 1924. 

Originally the plaintiffs were 
granted an injunction against the 
use of the name in connection with 
shoe stores. 3ut the defendants 
gained a suspension of the order 
pending an appeal later with- 
drawn. Under the agreement, 
ending the litigation, the Atlanta 
organization will be allowed to job- 


new 


lot shoes at cost or lower. 

The judge allowed the defendants 
30 days to effect the name changes 
But he gave permission to use the 
identifying line “formerly Edwards 
Shoe Stores” for one year. 


Endicott Johnson Sales Dip 
But Profits Rise in Ist Half 
NEW YORK 
cent drop in sales, 
Corp. 
earnings for the first six months of 

fiscal 1960. 

Net earnings in the half-year 
ended May 27 reached $829,968, or 
84¢ per common share. This com- 
pares with $250,580, or 13¢ a share, 
in the first half of fiscal 59. (The 
figures are given after adjustment 
for the normal base stock method of 
inventory.) Sales amounted to $66,- 
249,751 compared with $71,010,635. 

Frank A. Johnson, corporation 
president, attributed the 
earnings mainly to the stabilization 
of EJ’s normal base stock inventory 
requirements and to operating econ- 
omies. 


Despite 7 per 
Endicott Johnson 
sharply 


reported increased 


increased 
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Mister Dealer, will you be stocked and ready 
when your holiday customers 
reach for these FREEMAN plums ? 


ot 


IRO-MO 
Finest waxed Calf, Nor Order now... 


inspired, Freeman- while these great 
q Unique fashion 
bossed buttons gift items are 
bos , 


all in stock! 
The price is 
right! Eye-appeal 
is terrific! 
Make sure you 
get your share 
of this market! 
Freeman Casuals 
are proved 
money-makers, 
holiday time 
and year ‘round! 


Order today / 

FF ) retail 

$310 antique eronzdh 11.95 
. 


Glove-soft /uxury 
leathers ... foam-cushioned 
from heel to toe. 


retail 
Lemon Twist $13.95 


ate ne 


retail 
Surt White 13.95 


retail 
Sun Gold 13.95 


DEERSKIN 


Lightweight, butter-soft / 
casuals .. . headliners of 
holiday gift parage. 


retail 
Saddle $11.95 


retail 
5603 Saddie (Red Lining) 11.95 


4 


retail 
11.95 


retail 
13.95 





As 
we say 
in 


Eaquuvzrse 


Shoes made of 
Lawrence Calfskin 
give your customer 
more value. 


Display Lawrence 
Calfskin Tags. 

Their individuality 
helps you sell more 
shoes because quality 
is your best 
salesman. 
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Dress 
Parade 


People 
know it... 
you feel it... 
your confidence 
shows It. 
You're well 
dressed. That 
towering 
feeling you 
get is free 
with every 
pair of fine 
shoes made 
of Lawrence 
Calfskin. A. C. 
Lawrence 
Leather Co., 
| a division of 
——" ——_ e Swift & Company 
a — a —— ie ne eee, (Inc.), Peabody, * 


Nettleton interprets a classic wing-tip 
styling of tt 1s Ste tson It with mel 


wing tit smooth, : mel ae a on efully crafted she e of pre- 
alf (512) low Lawrence Po lo Calf 2), Massachusetts mium Lawrence Lacrosse Calf "G2 1). 


iii ANC CALFSKINS...FROM THE WORLD OF IMAGINATION 





THERMOFIBE .... 2a leather- 


fibre thermo-plastic counter that pro- 


vides a supple, resilient topline and still 
holds a firm base. Thermofibe bonds to 
the upper with its own self-contained 


adhesive and is easily adaptable to 
thermoplastic lasting. It does not re- 
quire any skiving. Thermofibe was care- 
fully engineered for all preforming 
counter moulding machines. 


Beckwith also manufactures a complete 
line of solvent-activated and thermo- 


plastic counters in all weights... 
ef Letlen< 


203 Arlington Street - Watertown, Massachusetts 


SUBSIDIARIES: Beckwith Mig Co., of Wisconsin — Milwovkee + Beckwith Box Toe, Limited, Sherbrooke, P,Q. Conode 
Victory Plastics Co., Hudson, Mass + Seofety Box Toe Compony, Boston, Moss + AGENTS. Wright-Guhman Co., St. Louis, Missouri «+ Dellinger Sales Co. Reading, Po 
The Geo. A. Springmeier Co., Cincinnati, Ohio + Factory Supplies, inc, Milwaukee, Wis. + Moore & Giles, Lynchburg, Vo 
T. Wingfield, Lid, Auckland, New Zealand + A. Mushin & Miller Pty. Ltd, Melbourne, Australia + Ramil & Co., Boston, Mass., for Latin America ond South Africa 





@ The U. 8S. Court of Customs has ruled that the White House 
cannot modify Tariff Commission recommendations. 


@ Federal loans, tax breaks, technical and other 
help, ete., for areas hurt by imports have been 
proposed by Senator Javits. 





® Anti-American outbursts in Japan have had 
very little effect on Japanese imports, market- 
ing survey shows. 


GEORGE H BAKER 


Baker Reporting from WASHINGTON 





The battle to limit imports gained some ground in Washington. 

In late July, the U. S. Court of Customs and Patent Appeals ruled that 
the President must either accept or reject—but may not modify—recom- 
mendations of the U. S. Tariff Commission in escape-clause proceedings. 

Advocates of low tariffs are deeply disturbed by this decision. They fear 
it may open the door to a series of anti-imports decisions by the Tariff 
Commission. An appeal of the decision to the U. S. Supreme Court is being 
considered. 

Under the escape clause of the Trade Agreements Act, U. S. firms injured 
or threatened with injury from imports can ask the Tariff Commission to 
investigate and recommend remedial action. 

In the case before the Customs court, U. S. bicycle manufacturers argued 
that President Eisenhower partially ignored Tariff Commission recommen- 
dations for relief against imports. This, the manufacturers pleaded, was 
illegal, since the White House imposed only half the new rates of duty 
recommended by the Commission. The court agreed with the manufacturers. 

The effect of this court decision is to give new heart to some U. S. manu- 
facturers hard hit by imports. Although there is no assurance that the 
Tariff Commission will agree with their complaints, it is now clear that the 
White House cannot tamper with Commission findings. 


Senator Jacob K. Javits (New York Republican) is calling for federal 
aid to geographic areas hurt by imports. 

The Javits proposal is similar to subsidy plans offered in the past by 
AFL-CIO Vice President Walter Reuther and by Senators John F. Kennedy 
(Massachusetts Democrat) and Hubert Humphrey (Minnesota Democrat) 
in the present Congress. 

Because President Eisenhower has often expressed his opposition to hand- 
outs of this type, it is very unlikely that the Javits plan or any similar 
plans will be written into law this year. Whether or not the plan advances in 
1961 depends entirely upon the nature of the new Congress. 

Under the Javits plan, areas that lose employment and sales because of 
competition from imports could qualify for government loans, tax breaks, 
technical and other financial assistance, free training for workers, relocation 
of workers to other areas, extra unemployment pay, and increased old-age 
and survivor insurance payments. 

All of these benefits would be payable, under the Javits bill, upon the 
complaint of any region that is forced to lay off workers or lose its factories 
because of competition from imports. 


Anti-American outbursts in Japan are not hurting sales of Japanese 
goods in the United States, marketing experts say. 

Forbes Marketing Research, of New York, says it finds most U. S. mer- 
chants and consumers take a calm view of the recent anti-U. S. demonstra- 
tions in Tokyo. Furthermore, no future trends toward a boycott of Japanese 
goods are expected. 

In a recent Forbes survey, 90 per cent of the U. S. businessmen questioned 
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@ The Treasury has reduced the national debt by 
8600 million following a 12-month government 
surplus June 30. 


@ The Bureau of Labor Statistics is studying 


Report from 


WASHINGTON Soho" 





said their attitude toward Japan is unchanged since the anti-American riots 
And 100 per cent of those questioned said they intend to continue doing 
business with Japan. Many explained they believe any political or econom! 
pressure against Japan will seriously hurt the progress Japan has made 
recent years toward a free government. 

The U. S. merchants interviewed said they see no massive 
resistance to Japanese goods. 

However, the market in ready-to-wear is declining, and some 
who ordered in Japan at high prices now can’t make their costs 
take the riots as an excuse to cancel, the Forbes survey states 

As far as footwear is concerned, no cancellations to amount 


are in sight. 


The U. S. Treasury paid off $600 million of the national debt las 

The debt reduction follows President Eisenhower's announcement that 
government finished the 12 months ending June 30 with a surplus o 
billion, five times more than first forecast. 

Paying off $600 million doesn't put much of a dent in the $287 
national debt. But it is an anti-inflationary action, reducing pressure 
the nation’s money supply. 

The debt will be whittled down by paying off in cash $9.6 billion in se 
ties maturing Aug. 15 and then selling only $9 billion in new securities 


The government is making a fresh study of how consumers 
money. Footwear is included in the study. Among other things 
will be asked such questions as 

What kind of shoes do buyers seek? 

How many pairs are bought at one time? Ina year’ 

What prices are paid? 

The study is being made by the Bureau of Labor Statistics 
more than 75 years kept tabs on how the public spends its mone 
that buying habits change, BLS is now analyzing the 1960 U 
to find out how today’s patterns of shopping have shifted since 
study was made 10 vears ago. 

Since 1950, many new products and new styles in footwear 
the market. Distribution by type of outlet is shifting, too. People 
shoes in supermarkets, in self-service shoe stores, and in 
besides in conventional shoe stores 

The past 10 years have seen astonishing increases in the nut 
count outlets and in the number of suburban shopping center 
ago, these two phenomena were just getting started 

More people today live in the suburbs, and commute to the 
walk less. They have more leisure time, and engage more 
recreation than they did 10 vears ago. 

Families are larger than in 1950. And they're healthier. T! 
more oldsters today than 10 years ago. 

Income is up, even allowing for the erosion caused by inflation. So people 
have more money to spend. But where and on what are they spending it? 
Is footwear coming in for its fair share of the consumer dollar? Is our 
share of the spending dollar increasing, constant, or slipping? Why? 

All these and other questions may be answered after the BLS adds up 
the results of its new survey. 
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Naugatuck PARACRIL OZO 


Revolutionary new 

rubber sole material 

offers new shoe-selling 
possibilities 


New PARACRIL" OZO —the sole material that outwears all 
others 2 to |—has introduced a whole new concept of shoe-selling 
possibilities. 

Considere dress shoes that never need resoling e work shoes that 
are unharmed by oils, gasoline, most chemicals — more abrasion- 
resistant than ever before @ sport shoes with extra thin soles that 
are close to weightless, yet wear as long as standard soles @ out- 
door shoes that wear as well on the roughest terrain as conven- 
tional soles on sidewalks @ slippers and moccasins with soles that 
are long wearing, yet so thin they can be nearly as flexible as the 
foot itself. 

All of these intriguing possibilities and many more, are based on 
the use-proven fact that soles and heels of PARACRIL OZO are 
far tougher than any have been before. Find out more about 
PARACRIL OZO and the shoe-selling extras this extraordinary new 
material offers you. 


Naugatuck Chemical 





Division of United States Rubber Company cnt ltt 


Rubber Chemicals - Syathetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatech Chemicals Division, Dominion Rubber Ce. Ltd., Elmira, Gatarie - CABLE: Rubexpert, ILY. 
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by JOHN REILLY 


Editorial 





The Purpose of In Stock 


HE shift in purchasing which has 

plagued most American industry since the first 

of the year is currently having its telling effect 
on shoe business. 


strategy 


Throughout the whole economy, retailers have been 
shifting the burden of inventories back to their manu- 
tacturers. The manufacturers have, in turn, been push- 
back to 


ing inventories raw 


fabricators 


material producers and 


{ Strange Paradox 
This is a 
survey 


strange paradox, because after 


at rong 


survey 
indicates consumer confidence in busi- 
ness generally, and plans for purchases of both hard 
and soft goods show little signs of slackening off. These 
show that feel that inflation has 
been stopped, at least for the time being, and that they 
anticipate reasonably stable prices for some time to 
come. 


surveys consumers 


When consumers are convinced that business is good 
and that there are no price increases in the offing, they 
buy confidently. 

Strangely enough the psychology of the retailer is 
just the reverse. When prices are stable, retailers have 
a tendency to hold off making their commitments. Any 
indication, that prices are about to rise 
brings them into the market in a hurried effort to build 
inventories. 


however, 


The Impossible 
This paradox is presently being demonstrated in the 
shoe industry. Retailers have heard so much about the 
productive capacity of the shoe industry 
that they feel free to call on manufacturers for the 
The fact of the matter is that, despite all 
our modern technology, it 


enormous 


impossible. 
takes time to make good 
shoes. 

This reluctance of some retailers to make reasonable 
and early commitments is causing great concern among 
manufacturers with In Stock departments. The pur- 
pose of the In Stock department is to supply the mer- 
chant quickly and efficiently with fill-ins to keep his 
inventory up to the point where he can fit most of his 
customers with the styles and colors they want in the 


sizes they need. 


Unless the manufacturer has received a realistic and 
initial order, he has no way of knowing what 
character of his should be. 
Unless fill-ins are placed on an orderly and intelligent 
with ample time left for delivery, chaos is 
When an In Stock department is flooded with 


early 


the size and inventory 


basis 


created. 
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last minute rush orders, it degenerates into a make-up 
take long shoes 
deliveries t 


department. Deliveries just as and 
cost far Late mean 


the manufacturer and markdowns to the retailer. 


more. cancellations to 


{ Field Day for Outlets 
There is some feeling in the trade that the industry 
may be selling itself short by the emphasis it is placing 
on In Stock. One St. Louis manufacturer is firmly 
convinced that outlet discount houses are 
having a field day at the expense of those manufactur- 

ers who have gone “all out” for In Stock. 
He makes a very strong point, too, of the fact that 


stores and 


chain stores, which currently are setting record figures, 
rely exclusively on make-up resources. They have dis- 
ciplined themselves to make early commitments based 
on careful record keeping. They buy for planned pro- 
motions and are constantly open-to-buy. They plan for 
markdowns, even show profits on some of them. Most 
important, they have the styles, colors and sizes when 
the customer wants them. 

The industry’s over emphasis on In Stock, this manu- 
facturer believes, is currently contributing to the can- 
cellation problem, too. Not have orders for In 
Stock later and this but, 
cancellations are being justified by retailers who say 
“this fall I will buy my shoes from your In Stock de- 
partment.” 


only 
smaller 


shoes been season, 


Lost Sales 

Accordingly, factories are having to guess on leathers 
and colors and second guessing means late deliveries 
of leathers. Late deliveries and reduced work forces 
because of fewer early orders add up to substantially 
lower inventories. There is the further complication 
that when factories receive normal fill-in orders from 
active accounts, those orders are given preference over 
the mail orders of merchants who refused to make 
early commitment for fall shoes. The net result is 
increasingly later deliveries and more lost sales. 

This is just one man’s opinion, but, his arguments 
do have merit. The fact remains that more merchants 
are relying on the In Stock facilities of their manu- 
facturers and many seem to have forgotten the basic 
principles of In Stock. In Stock requires the most com- 
plete cooperation between manufacturers and retailers. 
Its very survival requires such cooperation. As we 
have pointed out in the past, in Stock is a two-way 
must be observed if 


street and the rules of the road 


traffic is to be kept moving. 





this 
is 


MERCEDES 


Available in 

Sport Rust Cobra wit} 

red and green Marmalade 
»bra Patches. Also Black 

with red and grey Cobra Pat 


No shoe since the BERET pattern 
has been bought by so many 
people, in such a short time, for 


so good a reason... RESALE VALUE. 


1 Heyday 


HEYDAYS SHOES INC. + 2032 LOCUST STREET + ST. LOUIS 3, MISSOURI 
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Voice of the [rade 


ARTHUR K. ATKINSON, chairman 
of the board of the Wabash Railroad 
Company, enumerated the “Four horse- 
as far as the 
They 


regulation 


men of profit eclipse,” 
railroads concerned, 
“Inflation, 


feather bedding.” 


are are: 


taxation, and 


“There are no stores today that can 
sit back and do business on the basis 
of tradition and reputation alone,” 
says Bk RNIE ELFM AN, sales promo- 
tion manager of the Aing Clothing 
Company of New York. 


cussing the new areas in which a sales 


He was dis- 


promotion man can do more to build 
his store's prestige, volume and profits. 
“One of the fertile areas for 


PACKAGING,” he 


most 
building sales is 


said 


\ package is than a 


good or bad ad wrapped around the 


nothing more 


merchandise. It must be composed 


like an ad 


typography, copy 


size, shape, design, 
these are all 


phases in which sales thinking at the 


retail level can be of tremendous value. 
[he are the facets necessary to speed 
customer 


cause altl 


selection and shopping brer- 


ough leisure has become a 


by-word of modern living. people are 
rushing from leisurely 


too busy one 


pursuit to the other, to apply it to 
shopping 
“Sales promotion is another area 


do for 


than just putting selling features on a 


and can more sales training 


It takes more than training 


}? i kage 


films and manuals, This is a job to 
f 


he approat hed rom a psve hologic al 
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public relations angle. 

“You don’t have to teach them to sell. 
Just give them intelligent education in 
the qualities and properties of the mer- 
chandise. When they gain this knowl- 
edge, it’s only human nature to want 
to show it off to every customer they 
can get their hands on, and that’s the 
best kind of selling.” 


& 2 © 


“The will 


planning than ever before, especially 


‘60s demand more sales 
in women’s, children’s, men’s and 
bovs’ wear,” says WILLIAM Bl RS- 
TON, manager of the Merchandising 
Division of National Retail Merchants 
Association. The *60s will put a pre- 
mium on selling total selling. 


We'll have to sell to sell: 


possible way of best selling the mer- 


and every 


chandise will have to be used... . 

“The ‘60s will test the mettle of the 
retailer. They will put an extra pre- 
mium on his resourcefulness in battling 
the never-ending increases in his costs 
They 


success to those retailers who are ever 


of doing business. will bring 
creative in the use of merchandise and 
staff to make a profit. They will also 
test the manufacturers along the same 
Since retailer and manufacturer, 
together, they 


establish truly give-and-take coopera- 


lines. 


create values, must 


tion between them.” 
Phe 
lle bearing on how successful retailin 
will be Mr. 


Burston. as distinctive 


three areas that will have a nota- 


in the “60s were listed by 
The 
in the minds of its cus- 
More active and effective 


follows: 
ness ol a store 
tomers. per- 
in spite of the trend to- 


km- 


sonal selling. 
ward more self-service in stores. 
phasis on profitable merchandising, 
with better markons and a clearer un 
derstanding of which departments are 


most profitable. 


To make contracts . . . make contacts. 
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and 


What about purple for shoes? 


ready-to-wear market says lilac, 


the deeper shades, for fall. In Hous- 


ton, a highly regarded ready-to-wear 


buyer, just back from Europe and 


New York markets, says: “Purple is 
expected to be the big color for fall. 
It will be used in tweeds, sportswear, 
cocktail clothes. Although it isn’t my 
favorite color, it is, however, an ex- 
cellent She 


mentioned blues, 


color for accessories.” 


certain shades of 
greens and, of course, grays and black. 
But still . . . purple with purple . 
the double barreled choice. 


“If displayed 


shoes and bags, particularly the hard- 


properly, coordinated 


to-match colors, can do more than sell 
themselves,” claims JOHN QUINLAN, 
buyer of shoes for C. E. Chappell & 
Sons in Svracuse, N. Y. “They 


serve to introduce our shoe department 


often 
to new customers, who may end by 
buying something entirely different. 

“The value of these displays cannot be 
We 
bags and shoes displays, not only on 
the floor 


department, but also in the hosiery and 


over-emphasized. have matching 


counter of our main shoe 
handbag departments closer to the 
front entrance. And, of course, they’re 
always included in the Salina St. fash- 
ion windows. 

do the good, the 
displays should be colorful. The more 


the they 


“In order to most 


spectacular more attention 


will 


great 


receive. did a 


deal 


ordinated 


This spring. we 
lilac 


Early in 


with and green co- 


sets. the season, 
we were completely sold out of the 
creen. 

“Four of our top manufacturers sup- 
ply us with matching merchandise and 
them cooperative all 


we find very 
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along the line. It’s a popular idea for 
girls and women of all ages and, as 
I say, it does an extra job for us.” 

= . * 
Looking ahead to fall, SYDNEY 
ROVIN, buyer-manager of women’s 
shoes at Gus Mayer, Jackson, Miss., 
says: “The pointed toe and last is 
more popular than ever and will re- 
main so. The last has a much slimmer 
look and we're going ‘all out’ on this 
silhouette. 
“As for color, we'll be showing the 
osage green, red, bravo blue suedes 
and a golden brown. 
“Alligators will be good; and calf- 
skins will be very strong. However. 
we ll have many lustres and the pearl- 
ized reptiles will be very good too. 
“As for the teenagers, we'll have the 
& heels and the 
back-to-school. 
Also the boot type shoes will be in the 


very. very thin li 


slipons and flats for 


picture again.” 
* © «© 

“With so many of our customers vaca- 
tioning in Florida or California dur- 
ing the winter months and otherwise 
traveling around the world these days. 
we find that women are constantly re- 
plenishing their shoe wardrobes.” ob- 
serves HARRY EHRENPREIS. who 
(with his son, Sheldon) merchandises 
shoes for Flah & Co. in Syracuse. 
ey & 

“For instance, the cool rainy spring we 
had in Central New York naturally af- 
fected the sale of summer shoes. In 
spite of this. however. we're doing very 
well. We know this is due, in part, to 
the fact that our customers like to buy 
ahead. They want to be sure to have 
the right kind of shoes when the next 
vacation or business trip comes along. 
“We promoted white quite vigorously 
this season and would say that 75 to 
80 per cent of our summer business 
has been in white, the most popular 
being all white with self detail. Of 
course, the pastels are good and the 
brown and white and blue and white 
spectators, too. 

“Another thing, Flah customers have 
learned is that if they wait until fall to 
buy dark shoes. they may find their 
size sold out. This year, our fall mer- 
chandise has been coming in early and 
it started to move early in June. In 
fact. we were selling fall merchandise 
before our summer weather arrived.” 
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Profile.... 


by ESTELLE G. ANDERSON 





EN GOLDBERG 


66 ETAILING.” according to Webster's dictionary, is, “the selling of 


goods in small quantities; especially by those who have bought in 
larger quantities to resell at a profit.” Sounds so simple. But re- 

tailers will tell you there is more to it. 

the start, the foundation. The clincher 


and each man 


That’s only the beginning 
is really: “to resell at a profit.” Therein lies the challenge: 
faces it in his own fashion. But the satisfactions must surely outnumber the 
hazards and the disappointments, else our industry could not boast so many 
enterprising and successful shoe retailers. 

Agreed .. . the blueprint is generally the same for a retail operation; 
and we don’t mean the physical layout nor the size of the store. Lach mer- 
chant starts out with his own tools, ambitions, abilities. He builds according 
to his theories. plans, policies. Crystallizes it with the merchandise, personnel, 
the service. To each his own approach; and whether it is a single or multiple 
store operation, it is the net result that counts. 

It happens, too, on occasion that some of these men had no intention 
of going into the shoe business. Their interests were in the arts and sciences, 
perhaps. But then, for one reason or another, they have been deflected from 
their original pursuits. They find themselves, instead, at the point-of-sale . . . 
the fitting stool. 

That’s how it was with Ben Goldberg of Mark’s Boot Shops in Cali- 
fornia. He was majoring in engineering at the University of Wisconsin, but 
gave it up before he graduated, simply because his wife was going to have a 
baby and he needed to make some money. So... he traded a “sheepskin” 
for a career in leather and shoes. 

“At the beginning,” says Ben, “it was simply a means to an end. | 
have, however, found that it was a very happy means because | sincerely 
enjoy every phase of the shoe business now.” As it worked out, it was a 
long-range plan because the “baby” of then is the son and associate in the 
business now. 

Ben began his shoe career with Edison Brothers of St. Louis fame; and 
he acknowledges that the basic training he received with them, the lessons 


(CONTINUED ON PAGE 60) 
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New elegance and distinction come to the favored 
Continental in this new high riser pattern. It’s the 
Madrid by the Stetson Shoe Company, latest interpre- 
tation of their Italiano last 

Focal points of fashion interest of this style are 
its high top line and tongue, its unusual throat treat- 
ment and a dramatic new heel. The top line is fluid 
with high points fore and aft. The throat treatment 
is ingenious A_ well-proportioned overlay has a 
rounded front and curved sides, finished with a row 





of fine perfs and two rows of fine stitching. Curved 


sides of the overlay contrast sharply with the severe- 
ly straight lines of the V closure. Salient feature of 
the Madrid is its higher tapered heel. 





Springs Hishlights: Heels. 


°* COVERED HEELS, ranging from a 
squat 10 8 or 12/8 toa soaring, incredi- 
ble 36,8 on a very few shoes. Reading 
from left to right: very low shaped heel: 
perennially popular “little” heel: me- 
dium high heavier heel: medium high 
slim heel; very high slim heel: very 

very high slim heel, jeweled. 


® STACKED LEATHER 
HEELS, including  aec- 
tual layers and simula- 
frons, starting at 41 &, or 
lower. and rising to a 
breasted 23 8 oor a4 o 
height Reading from 
left to right: squared 
hlocked flat heel: 
rounded flat: cowboy 
type; squash heel me- 
dium high straight and 
high straight heel: very 
hich breasted heel 


™ 


© WEDGE HEELS, on varied heights from 
under an inch toa shaped 18/8 or 21/8. 
Reading from left to right: flat cork or 
composition rubber; low and high 
shaped cork, pelished wood or covered; 
low covered; high shaped covered and 
ornamented. 
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Colors 


Heels go up and heels go 
down for spring 1961. 
There are more styles on 
lower heels—12/8, 14/8 
—and some go up to 
I'y inches. Colors—and 
new ways of using them— 
have strong style appeal 
and promotional value. 





, ' Three toned neutrals vellow, 
there Deen 


porte shapes Riek ual all the pale beige. delicate gray 


sparked with black for a neu 
high m one Phe tendency to kind of “compose” color comb 


encouraging trend Wedge s, nation. 
hapely, also meet the sper 


miort-conscl 


by ELEANOR 


Center, one-color shoe with 
touch of contrast in underlay of 
perforations. 


Two delicate shades in one color bie 


family brightened with white as / 
the third color. 


Half-and-half combination, 
shown here in striking contrast 


of black and white. 
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Plan Your Windows Now... 


Get priority for Christmas selling by setting your promotions up early. 


You'll note that we have played down the merchan- 
dise in these photos. Our idea is to get you started 
thinking about the holiday season and this is just the 
frosting on the cake. You know best the ingredients 
that will please your customers and you are in a better 
position to prepare your own mix. 


There are only 142 days to Christmas. No time to 
waste. Start right now! 

We have a suggestion 
Christmas 1960 windows, 


When 
and if 


send us a photo 


you do set ip 
feel you have 
We'll use it 


next August and thus compound the interest 


your 
vou 


gone us one better . 


Thom McAn traditional 
well as gaily wrapped pac kages, 
slipper s, accessories, 


Verry Christmas from 
wreath and open 


men's shoes, 


fhove: 
door, as 
surrounded by 


{t the left: Sommer and Kaufmann's store in San Mateo, Calif. 
featured a merry little elf calling attention to the “Showcase 
for holiday 


fashions” season eleganc e 


The chic French poodle with the frosty air, giant snowflakes 
and a few Parisian spots etch the scene, the season and Thom 
McAn's women’s shoes. 





They ll Pay Off Later 


The Christmas garland with colored balls at the top and 
side, the gilded figure holding a candelabra and the 
unusual exterior trim make this a “different” window. 
Lit's, Philadelphia. Courtesy Display World magazine, 
Cincinnati, O. 


4t C. H. Baker shoe store in Hillsdale Shopping Center 
San Mateo), fancy, gift wrapped packages were placed 
at the base of a stark white tree, to which dozens of 
pink and green Christmas balls were wired. Lihts 


blinked on and off 


Branches festooned with strands of gold and white, set 
about with twinkling tiny white lights and the Nativity 
scene... highlight Carley’s Children’s Shoe Store in 
San Mateo, Calif. 


by 


ESTELLE G. 


ANDERSON 





Shoe Retailing Showplace 


Varott’s in Indianapolis has completely remodeled its first 


floor selling area, with a resultant increase in business. 


7 ITH a newly decorated first 
floor, Marott’s Shoe 
Indianapolis, Ind., is proud 


Store, 


that it can again be designated a 


showplace of shoe retailing 
J. Marott founded the 
At the turn of the 


leader when it 


George 
business in 1884. 
entury it became a 
into a new 
Washington 


which is the principal street of the 


moved 


Was 


building on street, 


Now the first floor has again been 
ight up-to-date. All that 
mains of the old first floor are Mr. 
Marott’s 
which adorned the old elevator that 
was inside the front entrance. This 
elevator is gone but the monograms 
flank a display of men’s 


bro re- 


monograms in 


recessed 


The walls in 


six-floor 


bronze 


shoes in the men’s department 


De partmentalized 


has been depat t 


floor 
into 


The first 


mentalized a men’s Beau Brum 


inside the 
Bea 
Monde salon adjoining it in the rea) 
There is 
this floor. A new 


mell room immediately 


front entrance and a ladies’ 


accessory bar on 


lobby 
dows provide six times more display 


also an 
and new win 
space than before 

The 
coordination of 
Notes of 
gold wall paper with a rose design 
in shell pink in the depart 
ment, and solid black walnut plank 
the the 
partment. A curved planter of 


modernization represents 


beauty and utility 


elegance include metallic 


ladies’ 


ing on walls in men's de- 


Wal- 


by FLORENCE MARIE TAYLOR 


the traffic aisle 
» departments and provid 
tho 


nut separates fron 


these tw 


a fresh outdoor look with isand 
of life-like artificial plants. Season: 


ch as lilies and yeruni 
along the 
Artificial bee 


the 


ums ure interspersed 


length of the plante1 
and butterflies are included in 
display 

A lead statue 
ored water opposite the elevator add 


Anothe! 


wall of 


and ftounta 


to the garden setting 
the 


salon is a 


point 
the 


plexiglas 


of interest in rear 


ladies’ lighted 


“window.” 


The 


The men’s department i 


Ven's Department 


done in 


the men’s department are panelled with black walnut. The display case shows over fifty styles. 
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View of the Beau Monde 


tones of brown and gold, with a gold 
carpet and an accent of green in the 
upholstery of the 26 chairs 

A recessed indirectly-lit display 
draws attention to over 50 separate 
of The 
are slanted to show the styling in 
the Above the 


masculine decoration 


stvles men's shoes. shelves 


detail on toes. dis- 


play is a of 


sword and helmets in sorroca wood 
covered with gold leaf. 

Men's shoes are stocked in grades 
from $9.95 to $29.95. The men’s de- 
partment was placed just inside the 
door on the theory that men won't 
walk far into a store to buy shoes. 

The ladies’ department, which 
shoes from $10.95 to 
$22.95, is also carpeted in gold. It 
occupies half of the total floor area. 
Thirty-two chairs are upholstered 
in shell pink to pick up the color of 
the roses in the gold wall paper. 

A highlight in this department is 
the ceiling-to-floor mirror with 
planter below it. Two wall displays 
are flush with the wall, with the ex- 
ception of the gold frames. The wall 
paper forms the background. A cir- 
cular wrought-iron display shows 75 


shows dress 
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salon 


with plexiglas window in the 


opposite the elevators. 


rear 


to 100 stvles of shoes. 
The 
accessory 
wall the entrance to the 
The floor here and in the 
traffic area to the elevator is covered 


Bar 


along 


{ccessory 
The 


west 


bar is the 
at 


store. 


with deep beige and cream vinyl tile 
flecked with gold. 


wall. 


stocked 
match all the ladies’ shoes that are 


in 


rors which continue into the adjoin- 
ing stair well leading to the base- 
ment. 
feet tall, from the basement to the 


The statue and fountain is 


The department 


hosiery bags 


accessory 


with and 


stock. The wall is done in 


Here the mirrors are 


(CONTINUED ON FOLLOWING 





New display counters and wall cases in the 24-foot long wall have increased 


Wall 


business. 


cases 


are mirrored. 





PAGE 


ceiling of the first floor. 

Business in accessories has in- 
creased fantastically due to the big 
increase in display space created by 
large new cases in the 24-foot wall 
and new ivory glass enclosed coun- 
ters. The wrapping desk is also lo- 
cated here. 

The ceiling of the first floor was 
lowered from 19 to 11 feet. Con- 
structed of acoustical fibre glass, it 
is hung on wires. 

Heat, air conditioning and music 
in the ceiling. 


are vented Ceiling 


lighting is all flush. Spots are di- 
rected on displays and wall decora- 
tions. An amber ceiling spot above 
the statue gives a golden tint to it 


and to the fountain. 


Stock Space 

All stock is hidden with 
ception of an area in the 
salon. Stock space on the floor holds 
15,000 pairs. Shoe shelving 
also extends along the east wall in 
the eight-foot high between 
the lowered ceiling and the original 


the ex- 
ladies’ 


about 


space 


GET LOST / 


He won't even look for the shoe. Instead he'll be looking for a 
brand that keeps its shape and fit and comfort. 

If he knew, he’d look for shoes with Farberized Welting . . . 
costs no more than ordinary welting, but resists curling, crack- 


ing . . . and shrinking. 


That’s because Farberizing replaces water soluble tannins, which 
leach away, with a special compound of fats and oils. Farberizing 


wraps each leather fiber in a protective coat... 


to the useful life of the shoe. 


adds months 


Farberized Welting gives you more for your money! 


INSOLES AND WELTING 


L. farber Welti 


C, 


ceiling. A walkway runs the length 
of the shelving at the height of the 
lowered ceiling. If needed, a similar 
arrangement can be built on the op- 
posite wall to provide space for an 
additional 5000 pairs. 

The window space has 
been increased 10 times. Now six 
feet deep and 24 feet long, the win- 
dows are ceiling height. The floor 
of the men’s window is six inches 
lower than that of the women’s. The 
thinking behind this is that men’s 
shoes should be shown at the lower 


store's 


level because styling in detail is on 
the toe. On the other hand, styling 
in ladies’ shoes may be on the heel 
or the back. 

A fountain in of the two 
windows creates a great deal of in- 
terest. The walnut backing of the 
men’s window the wall 
treatment of the men’s department 
inside the store. 

The store features 45 nationally 
advertised brands of shoes. It car- 
ries a very wide range of sizes and 
store ads include the line, “Marott’s 
Have Your Size.” 
eling, 
mendously.” 


each 


repeats 


Since the remod- 


business has increased “tre- 


Austrian Shoe 
Production Up 
FIGURES recently 
Austria 
eleven 


made avail- 
able in reveal that in the 
last shoe production 
quadrupled. In 1959 the production 
of leather shoes reached 9.5 million 
pairs, which was more than four 
times the 1948 production, which 
the time 2.3 million pairs. 
Over the past years, production has 
increasing. In 1959 
the increase compared to the previ- 
ious year was of 1.1 million pairs or 


years 


was at 


been steadily 


13.5 per cent. 

Including medium enterprises, 
the Austrian leather industry is 
made of about 40 plants occupying 
3,000 workers. With, for the most 
part, limited means, new technics 
cannot be applied in medium enter- 
prises and as a result several mer- 
gers have already taken place. And 
contrary to other industries, 
as paper and pulp, the leather in- 
dustry in Austria did not benefit 
from Marshall Plan credits and 
therefore did not have the means to 
invest in new technics. Moreover 
the devaluation of the schilling for 
one tenth of its purchasing power 
led to constant and indirect losses. 


such 
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on t Murder Your Business! 


The mortality among new business firms is high but most of them do 
not die a natural death—their managements kill them. Whether 
the firm is a sole proprietorship, a partnership or a corporation 
doesn’t seem to matter. The fact is that murder is committed. 


HERE seems to be a popular misconception re- 

garding the ease with which the life of a shoe 

firm can be sustained. There is very little doubt 
that sustaining life in any business, be it large or small, 
is a tough job, particularly during the present stage 
in our economy. Uncertainty is the one certain note 
facing us today. 


Superimposed on this general business difficulty is 
the hardship faced by the small operator. After all, 
consider his position. His business is usually not too 
well capitalized, is not as well controlled as a larger 
operation, generally faces shortages of working capi- 
tal, and receives a tighter credit line than its larger 
competitors. What it really comes down to in the final 
analysis is this: the advantage of having everything 
under the thumb of the owner is more than offset by 
the disadvantages which go with smallness—inadequate 
financial reserves and difficulty in decentralizing re- 
sponsibilities among subordinates. 


Let's delve into some figures concerning business fail- 
ures. A survey made by Dun & Bradstreet indicated 
that only 78 out of every 10,000 businesses fail. This 
is truly amazing in light of the fact that many new 
businessmen have had little or no prior business expe- 
rience. Incidentally, this statistic covered a period of 
fifty years and therefore can be considered extremely 
reliable. Naturally, there have been wide variations 
depending on the particular stage through which the 
economy was passing. Still this very low mortality rate 
should encourage every small shoe man. 


Another Dun & Bradstreet survey showed that two 
out of every three concerns that failed had been in 
business for five years or less. This fact isn’t surpris- 
ing. Yet it should gladden the hearts of those among 
you who are over the five-year hump. No guarantee, 
of course, that it couldn’t happen to you, but it is nice 
to know that the figures are on your side. Currently, 
failures are on the uptrend and even though the seri- 
ous level has not been approached the entire problem 
bears close watching. 


Just what are the basic, the broad reasons that busi- 
nesses die? A study of 9,162 failures came up with the 
following reasons (listed in the order of importance) : 

Let us examine each group to learn something about 
it and to learn, where possible, what can be done to 
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by IRVING ELBAUM 
Certified Public Accountant 
Los Angeles, California 


control some of the controllable factors. 


Incompetence 

Lack of business experience 

Lack of rounded experience 

Neglect 

Fraud of the GWRGTS. 6. occ dicccccuvon 
Miscellaneous 


Incompetence: Generally speaking, this group can be 
broken down into three categories: physical, emotional 
and economic. It must be recognized at the outset that 
of necessity there are overlaps and vicious cycles among 
these groups. It is quite evident that what begins as 
an economic type of incompetence can soon become 
emotional and even end up as physical incompetence. 

Physical incompetence is represented by an individual 
who cannot take the long hours or the heavy work de- 
manded by the business. It occurs not too often, yet it 
can easily get you down after a short while. The anti- 
dotes would seem to be selling the business before it 
dies on you, transferring the heavy duties to an em- 
ployee (if possible), renting or buying labor-saving 
devices, and having a close relative help you with some 
of the administrative details. 


Emotional incompetence is a very common reason for 
business failure. Many a man’s personality is such that 
he is an excellent worker but cannot stand the responsi- 
bility that heading even a small business brings. It is 
only common sense that before someone goes into busi- 
ness he should ask and answer the following questions 
(among others) with all the sincerity he can: 


Do I realize that I may lose money and that 
I'll be in a rough spot pretty often? 

Can I take the responsibility of paying my 
creditors and my workers on time? 

Will I mind working long hours? 

Do I care for this type of business? 

Am I ingenious enough to get myself out of 
a tight financial spot quickly? 

With economic incompetence the largest factor is 
inadequate initial capital. The wise man who is think- 
ing of going into a small operation should take time 
out to make a fairly accurate calculation as to his 

(CONTINUED ON PAGE 50) 
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.. THE ONLY SHOE LINING APPROVED BY fet 


THE NATIONAL FOOT HEALTH COUNCIL! M 


Put your best shoe forward with Pacifate—the famous shoe lining that clinches the sale! It's the only lining that’s 
nationally advertised...the only lining with general consumer acceptance. In fact, a recent survey proved that 9 
out of 10 customers preter shoes with Pacifate lining tags. Why? Because Pacilate is the exclusive germicidal 
processed lining that prevents reinfection from athlete's foot retards foot odors from perspiration and 
bacterial deca‘ keeps shoe leather soft and supple for a longer lile, prevents drying and cracking due to rot. So get 


the profit iD) ce ge on a agp (sive yvour customers comlort with W. AMSU I Le A '/ PACIFIC” 


extra value Pacitate lining...give yourself the extra plus of extra sales! — wwoysteiat rage 430 Broadway. New York 18. N.Y 
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Closing the Sale 


Closing may seem to be a specialized and difficult part of the sale, but actually it is 
only one of the steps that must necessarily follow if the proper groundwork has been laid. 


LOSING the sale is a continuous process that 

starts the moment you have discovered the needs 

of the customer and have decided how you will 
fill those needs. 
there number of 
steps in the buying process that take place throughout 
the sales presentation. The salesperson attracts atten- 
tion to the footwear, increases or develops interest and 
then creates a desire in the customer's mind for the 
shoes. Once the customer gets to this stage, you must 
convince her that the shoes are just what she needs. If 
she is convinced of this and that the shoes are worth 
the price, she will decide to make the purchase. It is 
at this time that the sale is closed. 

Thus the closing of a sale can be considered as a step 
in the actuai selling procedure. Although it is the 
“clincher,” it can take place any time during the presen- 
tation. 

Closing is not difficult in itself. It should not frighten 
anybody making a sale. A good knowledge of footwear 
and feet, as well as the ability to create confidence, can 
result in an easy close. And using the right methods 


Previously, we saw that were a 
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by SEYMOUR HELFANT 


Manager, Smaller Stores Division, N.R.M.A. 


in carrying out a sale, which will lead to an easy close, 
will also tend to lessen later dissatisfaction and will 
result in fewer returns. It is at this point that a well 
qualified salesperson will be recognized. Lack of obvious 
pressure generally results in better satisfaction. Cus- 
tomers will come back’ because they are pleased with 
the shoes they have bought. 

The closing process is not complicated. It may seem 
to be a specialized and difficult part of the sale but actu- 
ally it is only one of the steps that must necessarily 
follow if the proper groundwork has been laid. If all 
objections have been taken care of, the close is a natural 
next step forward. 

There is actually no psychological time when the 
close must be made. It can be made any time during 
the sale. Some customers will decide to buy on the 
spur of the moment; others will carefully wait until 
all the facts have been presented. The close can be 

(CONTINUED ON PAGE 52) 
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more stores pocket 
more cash with 
MOC-ABOUTS” 

the line that’s priced 
and styled to 


when 


NATIONALLY ADVERTISED 
IN-STOCK 
to sell profitably from $6.95-9.95 


5201 polished block leather, nucieor soles, click heels, or 
5305 white bork leather, cero crepe soles and heels $3.85 


5600 8. B. umber leother or 5601 polished block leather, 
nuclear soles, rubber heels 

5500 8B. B. umber leother or 5501 polished block leather, 
matching cero crepe soles ond heels $4.10 

Above shoes in sizes D 6-12 (no 11%) 


MOC-ABOUTS 


a division of NASHUA FOOTWEAR CORP. 
250 Canal St., Lawrence, Mass. 
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Inside Shoe Business 





Wanted: Traffic Jams 


What's behind the revolution in retailing? Why are so many 


changes coming about? The answer: mass traffic for volume sales. 


VERYONE in shoe business is talking about the 

“revolution in retailing.” They're talking about 

the shift in store locations, in the kinds of shoe 
outlets, in methods of selling shoes, in methods of store 
operation, etc. 

Yes, and a But with all the 
looking and talking, something very important is being 
We know how and where these changes are 
coming about. But the more important question: Why? 
What's the motivation behind it all? The answer to 
that represents the real revolution—the big, deep un- 


real revolution it is. 


missed. 


dercurrent that's setting the whole course. 

The hub of this movement: traffic. 
Yes, the retailing revolution is being built around the 
And with good reason. Traffic 
and customers 


whole volcanic 


concept of mass traffic. 


translates into prospective customers 


into prospective sales—volume business. 


Geared for Traffic 


Note the movement of locations of shoe stores and 


departments—to shopping centers, suburbs, highway 


sites, the variety chains, supermarkets, discount houses, 


leased departments, promotional department stores. By 


virtue of their locations or their types of business, 


these operations are geared to serve mass traffi 
Note the shift in store hours 


Again, the aim to lure mass 


to evening hours, and 
even to Sunday openings. 
traffic at hours or on days convenient for family 
ping. 


Note the trend toward self-service and self-selec 


shop 


tion, 
toward the retailing principle of total exposure of mer- 
chandise. The reason: to attract heavy browse-and-buy 
traffic that converts into impulse-purchasing customers. 

But note some other significant developments being 
employed by the giant retailers, or by shopping centers 

all targeted to attract mass traffic. For example, the 
the giveaways; the special 
the 
the special events for the 


big and free parking areas; 
fashion the “family days”; 


the use of celebrities; 


shows; many promo- 
tions; 
kids. All the cake-and-circuses atmosphere creates 
holiday that 


beneath it all is real substance: a wide variety of good 


mood translates into buying mood. But 


merchandise to buy at attractive prices. However, the 
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most significant thing of all is that before mass trans- 
actions take place there must be mass traffic. In short, 
get people exposed to the merchandise, via one tech- 
nique or another, and they’ll buy something. 


The Importance for Shoes 

This becomes especially important to shoe stores. The 
cost of selling per item averages higher in shoe stores 
than in most other types of stores. Consider the length 
of time required to sell a pair of shoes, especially in 
service-type stores. Consider that the average person 
visits a shoe store no more than two-three times a year, 
thus virtually eliminating impulse purchases. Consider 
the tremendous amount of non-productive time “wasted” 
by salespeople, through no fault of their own, but due 
to lack of traffic. Consider the walkouts due to absence 
of wanted sizes or styles—another form of waste that 
boosts selling costs. 

Can shoes be sold to people only when people set out 
to buy shoes? This used to be a deeply implanted belief 
in shoe business. And much of shoe business even today 
But that “principle” 
many types of 


still operates on that principle. 
has been disproved and demolished by 
modern retailing establishments where impulse or un- 
planned purchases may run as high as 20 per cent to 
30 per cent of the total sale. The modern supermarket 


s a typical example. 


Impulse Buying 
How purchased by 
people who had neither intention nor desire to buy 
It can be estimated that this 


many pairs of shoes today are 


shoes when they set out? 
runs annually the tens of millions of pairs and 
hundreds of millions of dollars. And 
most of it is being done in places or stores operating 


into 
Impulse buying. 


on the mass-traffic principle. 

Well, how is the average shoe retailer going to com- 
pete in this big three-ring retailing circus designed to 
draw and hold crowds? The very nature of his business, 
as a specialty store, precludes the idea of mass traffic. 
But what he can and must do is to spur at least some 
increase of traffic through the store. 

(CONTINUED ON PAGE 52 
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Don’t Murder 
Your Business 


CONTINUED FROM PAGE 45) 


financial needs to keep the business 
going for at least a year. Unfortu- 


nately, it has been my experience 
that far too many people start on 


They fee! 


for ma- 


the proverbial shoestring. 
that once the initial outlay 


fixt ures, 


merchandise, 


furniture, depos- 
S ipplies, 


things will take care 
could 


not be 


it isn't 


necessary 


the budget be 
reduced to written 


form. The im- 


1 , . 
ig 18 tnat it be taken 


the busi- 


venture 1s beg in. 
Lack of Experience 
This 


busi- 


Lac k of business ¢ rpe rience: 
covers lack of experience in 
ness in general as well as in the par- 
The remedies will be 
suggested in many cases by review- 
ing the following list of 
symptoms of this illness: (1) No, 
or inadequate, records. (2) Over- 
of credit. (3) Poor 
ceivable collections. (4) Taking on 
too large a fixed overhead. (5) Not 
reducing the variable overhead when 
the going gets rough. (6 
ing or underbuying. (7 
tion. (8 
bat competition. 
this business. 


ticular line. 


typical 


extension re- 


Overbuy- 
Poor loca- 
Not knowing how to com- 
(9) Not knowing 
This 


Lack of rounded experience: 


defect reflects itself in the favoring 
of one department of 
to almost a 
the 
erally 


the company 
complete exclusion of 
Former gen 
the violators. 
They have become so accustomed to 


others. salesmen 


are greatest 
seeing business thro igh sales lenses 
that they find it 


purchasing, credits, 


very hard to place 


collec tions, et¢ 


in their proper positions on the 


business scale. 
W here a 


problem of 


partnership exists the 


rounded experience 


the 


usually not acu ‘ t in 
case of many 

since each 
experience 


Neglect: 
1) Poor 
health 3 


f these foibles 


person 
Domesti diffe 


f¥ 


Some 0 are diffi 


eradicate 


others impossible, to 
logical view commands the owner t 
decide whether the difficulty is sur- 
mountable or not. If not, discretion 
that it 


wiser to ‘ll the 


should indicate might be 


business rathe1 


than ruin it. In some instances, 
health defi 


advisable to turn 


such as a temporary 


ciency, it is over 
the running of the firm to a trusted 


employee or a close relative, o1 
both, for a short while. 

Fraud of 
symptomized by 
statements, 
sets, deliberate overbuying. 
for the community 
represents only a small 
of the total failures. 

Miscellaneous: This 


the owners: This is 


false financial 
illegal disposition of as- 
Luckily 
this 
percentage 


business 


covers such 


frauds, disasters 
for 


Employee frauds and such disaste: 


items as employee 


and unknown reasons failure 


fire, burglary, boiler explosion, 


as 
be protected against at rea 
of an 


be sought 


etc., can 


sonable cost The advice 


surance broker should 
only at the inception of a b 


but on a continuing basi 


often a busines idequ: 
ered fo. Various 
be gins, D 


when it 


there is ometin 


let the 
static 


namic 


If you have a 


phases of the 


partne! 
ness with him regul 
Remember, uu’re mn 
to him commercially 
See your doctor if 
chronically tired. If 
not, have ar annual 
anvway. 


Ke ep 


jute records 


accurate, up-to-the 


Review your f recely 


ables regularly and often 


Keep after the 
Be polite but firm 


slow ones 


Digest your financial state 


ments. Remember, they 
not novels to 


through. One 
hurried 


are 
skimmed 
item that 
eve Misses 
well mean the differ 
CONTINUED ON PAGE 52 


be 


your 


may 
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Re Foot Original 


present Bonnie 6... 


a perforated spectator suit shoe... crafted in 


/ 
aw 
also in #3351 Tortoise, #518 Cherry Red, 
j 


#3344 Tartan Green, and Black. #3375 Tabac 
by Wolff Shoe Manufacturing Company, St. Louis 7 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23, PA. ¢ FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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close 


ample: (A 


( 


Don’t Murder 


Your Business 
(CONTINUED FROM PAGE 50 


between and 
failure over the long pull. 


ence success 
If, as and when things look 
hopeless don’t commit any 
fraudulent act. You may re- 
gret it the rest of your life. 
Discuss your apparently in- 
soluble problem with the 
proper professional man. 
He'll steer you straight. 
Don’t listen to the army of 
armchair generals. Many 
people delight in giving 
business advice, unasked for 
though it may be. 


Closing the Sale 
(CONTINUED FROM PAGE 47 
made just as soon as a pair of shoes 
is presented, or may have to 
wait until you have answered all the 

objections. 


vou 


But if you try to “jump the gun” 
and rush the closing before the nec- 
essary preliminary steps have been 
concluded, you will be sadly disap- 
pointed and perhaps even discour- 
Thus, all 
understand that 
preliminaries that 


aged. salespeople should 
there 


must 


are certain 
take place 


before a close can be made. 


{ll Is Not Lost 

But if you have tried to close too 
soon, you should not feel that all is 
lost. You again at another 
point in the sale that 
Training and experience will 
the right time to start the 
close. The customer must be abso- 
lutely sure that the shoes she is buy- 
ing are the right ones for her. Any- 
thing that makes her feel that 
may not be completely satisfied must 
gotten out of the way before you 
with the close. 


It 1s also possible for you to talk 


can try 


seems appro- 
priate. 


tell you 


she 


he 


go ahead 


by 


trying a 
in addi- 


Case, 


ion losing sale, you have 
wasted your time and the customer’s. 

Although a sale can be closed at 
the 


times 


during 
certain 
be 


time 


presentation, 
sre are when the 
best attempted F 
1 know that you 


shoes for the 


=e a 
able to make up he 


can ir ex- 


when vo 


lave shown enough 


t be 


istomer 


mind; (B) when feel that all 
objections have been overcome; and 
(C) when you feel you have done 
everything you can to satisfy the 
customer’s requirements. 


you 


Be Observant 

These are only suggestions as to 
when you should look for signs that 
the customer has made up her mind. 
You must be extremely observant at 
this time so that you will know what 
to do to encourage a decision. 

But above all, the close should not 
be premature. The customer should 
not be forced into making a hurried 
decision. She must always be made 
to feel that the decision is hers and 
hers alone. This does not mean that 
you can’t help to push her off the 
fence of indecision if that becomes 
necessary, but as an expert advisor 
you can make her feel that the deci- 
though you 
Pressure 


sion was hers even 
“helped” her into it. 
such can only create dissatisfaction. 
People do not like to feel that they 
are being forced to make up their 


as 


minds. 

An over-anxious attempt to force 
The 
customer may become suspicious and 
slow down in making up her mind. 
She may feel that you are too anxi- 
ous to sell a particular pair of shoes. 
then the defensive 
and will create difficulties that will 
prolong the time of the sale. 


an early closing can backfire. 


She will be on 


Confused Customers 

Of course, a customer who can't 
make up her mind may have to 
hurried There 
customers become so confused 
that it is the 
salesperson to help them arrive at a 
In should 


all the why she should 


be 


into a decision. are 


who 
undecided up to 


end 


decision. this case, you 


repeat reasons 
buy the shoes being shown. 
There who can 


In this 
for yourself 


are also customers 


t shoes. 


looking a 


must decide 


} 


the right time for a cl 


ose without 


tomer 


antagonizing the ¢ 


that 
the 
answered 
left up 
If any 


swered to her 


You 
there 
shoes that 
The cust 


the ait 


yuld 


are no 


sn try t be s ire 


questions about 
nave not 


snouid ot he 


met! 


shoes 


in about the 
are no 


full satisfactior will 


questions 
probably 


wonder why you do not choose to 
answer them 


of this kind can lose : 


ion 


attract 


Before even considering a close, 
you must realize that if the customer 
seems to be antagonistic in any way, 
it is because she thinks it will help 
her in coming to the right decision. 
If you can change this attitude by a 
masterful discussion of the problems, 
you can get to the close that much 
sooner. Customers do not necessarily 
want to antagonize salespeople; they 
just want to be convinced that they 


should buy. 


Inside Shoe Business 
(CONTINUED FROM PAGE 
This means that some of the tradi- 
tional practices and policies of shoe 


19 


business will need alteration or even 
uprooting. hours, for 
thing. A new look at locations. More 
frequent and more creative promo- 
tions. Outstanding that 
can’t be matched by the mass-traffic 
look 

of 


Store one 


services 


changed 
interiors. And 
sound merchandise 


stores. A drastically 
to 


course: 


store basic, 


Carnival Competition 
It has to faced 


a good product and adequate 


be realistically : 
today 
enough. They're es- 
But the competi 


the 


services aren't 
sential, of course. 
offer the 


attractions 


plus 
the 


the 


same 
Today 


+ 
isn 


tion < 
other 
man’s 


an 
shoe- 
competition shoe 
the 


of brightly 


street, but a whole 

lit 

ing his community. 
Face another fact, too: ( 


much 


store dow n 


array carnivals ring- 
istomers 

To 
than 
Allegiance’ is 
and hold for 
alike. That 


cost and push be 


today are more transient. 


day there are more “shoppers” 
rooted ustomers. 


harder to win stores 


i+ 


brands means 


lot 


the sell jus 


and 
takes a 
hind 


more 


te 


fre Traffic 

ised to speak of attract 
Now 
for « 


individual pat 


Customers 


Retailers 
ing customers they speak of 


ing traffic 
the 
ip traffi 


simply 
make 

The competitive problem of 
than the retailer's 


It become 


is more 


turer's as well Obvious 


stake 


left-wingish as 


mutual. Ominous 
it may yund, 
»werful bid for 
mass traffi This 


st behind the retailing 


revolution is a p 


for 
the real cataly 


masses 


+ 


revolu 


Ion. 
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Shoe and Luggage 


Tie-in Inereases Sales.... 


The shoe department at the rear of the mezzanine had a traffic 
problem which a tie-in with the luggage department helped solve. 


The shoe and luggage departments have been coordinated. Shoe salesmen sell luggage and vice versa. 


T the Popular Dry Goods Co., E] Paso, Texas, the 
location of the shoe department at the rear of 
the mezzanine posed a problem of securing ade- 

quate traffic. With the luggage department facing di- 
rectly across from it, Joe Dorris, buyer of shoes and 
luggage for the past 48 years, decided to use the entire 
floor area and sales personnel to try to step up sales in 
both departments. As buyer for both shoes and luggage, 
he felt a complete selling tie-in could be achieved. 

Each shoe salesman became a luggage salesman and 
vice versa. As the customer enters the selling area, he 
is faced with a completely coordinated display of shoes 
and luggage. This makes it easier to sell each line and 
gives a well-stocked appearance. 

An obvious example of the natural overlap of the 
two departments is the vacation season. At this time 
of the year, shoe sales fall off. However, by the use of 
suggestion selling in the luggage department—which 
has added traffic during the summer—the shoe volume is 
increased. Many vacationers like the idea of seeing 
something new in shoes at the time they are luggage 
and travel minded. 

Displays are strategically located and set up to blend 
with both shoes and luggage. They are in full view of 
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both departments. Window displays show shoes, lug- 
gage and clothing that highlight gift, travel or other 


special occasion themes. 


{ shoe customer, holding his purchase, inspects an 
attaché case in the luggage department. The salesman is 
Joe Dorris. 





Displays Promote Back-to-School Shoes 


This college fashions window, designed by Peter Shyne, dis- 
play director of Sterling Lindner, Cieveland, offers a colorful 
approach to campus style trails. Fashionable boots in Ameri- 
can Tobacco shades and colorful tights are presented against 


independence. 


Emile F. Alline, display director of Maison Blanche, New Orieans, presented 
schooltime shoes in their natural place—the school classroom. The display, com- 
plete with teacher, blackboard and bookcase, would look good any year during 
the Auaust pitch for children's shoe sales. This display, like the others on this 
page, was entered in the annual International Display Contest sponsored by 
Display World Maaazine. The contest is open to any displayman. The final date 
for entries is December 31. Included in the 65 classifications are men's shoes, 
women's shoes, children's wear and classifications covering special Lolidays. 








@ backdrop of natural pecky cypress paneling with indian 
chief color prints and reproductions of the Declaration of 
Amber lighting adds to the display which 
includes boots, books and antique shoe shine stand. 


This back-to-school window delivers an 
urgent message about time running out 
before the school belli will be clanging 
to call classes together for a new schoo 
yeer. Each of the schoolhouse windows 
serves as a display spot in which to 
show off a pair of shoes that would be a 
wise choice for the young student. The 
additional props, including the well- 
dressed schoolgirl, add to the effective- 
ness of the shoe display. if was de- 
signed by A. Van Hollander, display di- 
rector of Gimbel Brother:, Philadelphia. 


he photographs on this page are courtesy of 


T 
Display World magazine, Cincinnati, O 
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... wear light, 


For samples write. CAT'S PAW RUBBER COMPANY, INC, BALTIMORE 30, MARYLAND 


In Canada: CAT'S PAW-HOLTITE RUBBER COMPANY, LTD., DRUMMONDVILLE, QUEBEC 
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Promote More, Sell More 


“CONSISTENT promotion means better business,” 
claims Gene Hilburn, a family footwear merchant in 
Rome, Ga. He contends “it isn’t necessary to cut prices 
to increase sales volume.” 

Hilburn directs his own advertising and promotion, 
using ideas from data provided by various shoe com- 
panies and the Merchants Service Division of 
national Shoe Company. 

The 


tising and on television programs he 


Inter- 


Georgia shoeman does some newspaper adver- 
makes personal 
appearances to display and discuss his products. 

For eight years, Hilburn has ad libbed “The Birth- 
day Club of the Air” at 7:55 a.m. each 
radio station WRGA, a CBS affiliate. He uses special 
events, weather and personal talk to customers and 


Shoes 


weekday on 


prospective customers as merchandising angles. 
are carried to the station and described. 

Using a birthday file that has 10,000 names of chil 
dren up to 10 years of age, Hilburn promotes goodwill 


by mailing cards so they'll arrive the day before the 
child’s birthday. 
their 


the next day. 


The cards also let the children know 


names will be announced on the radio program 


Dur ing a brand 


Hilbur it 


toward the 


names promotion, placed 


certificates, worth two dollars purchase of 
shoes priced at $4.95 and up, in helium filled balloons 
The balloons were released on Wednesday at noon and 
for the remainder of the week customers jammed the 


store. In fact, the doors were locked 50 per cent of the 


Stock up on one of the fastest selling 
Quoddy Quality Moccasins in time for the 
winter demand for sheepskin. These hand- 
some one-piece true moccasins are made in 
our own factory of glove leather, lined 
with uniform coat clip sheepskin, and sport 
genuine Indian Tan Leather laces — the 


strongest made. Quopby 


Available in all size 
, Moccasins 


ranges — men, women 
and children — with 

and without soles. / Z 

Write TODAY ee ae 

trated sheepskin price ZPORTLAND 3, MAINE 


list. 


56 


handled. Letters 


Columbia, 


time because the people couldn't be 
came from Jacksonville, Fla., Augusta, Ga., 
S. C., and other distant places acknowledging the re- 
the Gifts to the people 


who answered by mail and one man with 


ceipt of balloons. were sent 
a size prob- 
lem was mailed a pair of shoes. 


At another time, promo- 


Hilburn staged an old shoe 
tion. Children were given points on old shoes toward 
bicycles, skates, football shoes, cooking utensils, ete. 
This promotion lasted for a month and 9,500 pairs of 
old shoes were collected and given to a charitable or- 
ganization. 

Hilburn 
Puppte 


The 


or @ coUutle 


used a promotion campaign fo 


made by Wolverine Shoe and Ta 


highlight of the promotion was free registration 


4500 people 
old boy 
number of Hush Puppies, 


puppy. In four weeks, 


regis 


tered for the dog. It was given to a two-year 


In addition to selling a large 


increase his overall sales volume 


Hilburn managed to 


Reaistration for give-away ttemsa increases 


ery time, ciaima the retatier. 


ilburn keeps close contact with his supply sources 
and discusses seasonal problems, fitting, quality, colors, 


heel heights and style. He says style is equally 


both 


impor- 


tant in men's and women’s shoes. 


* Manufac turers should consider more cooperative 


noney for indepe nde nt shoe retailers in order that the / 
can get the story of their brands of footwear and ser- 
ces over to the 


aid Hilbuy n. 


custome? and potentia cuate 


Your Customers 


Buy Good Shoes 


4EY DESERVE A QUALITY DRESSING 


ELTONIAN 
CREAM 


AGENTS 
SALOMON & PHILLIPS 
460 4th Ave New York 16, WN. Y. 
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At last! A-really smiart=.low cost way 


~ to package shoes... 


= (ARRY-PACK 


HANDLES 





What an elegant way to save money! 
You get a fashionable package whether 

you use box, bag or wrap. Carry Pack is fast 
and easy to use; eliminates expensive 
custom boxes and messy string. Available 

in beautiful colors that can be imprinted to 


match your design or advertise your store. 


MAIL THE COUPON NOW FOR FREE 
DEMONSTRATION OR SAMPLES! 


® 
CARRY «PACK COMPANY, LTD. 
° Cc Schiller Park, Illinoi 
CARRY - PACK | 2c22.e0"": 
SCHILLER PARK, ILLINOIS —— 
© Send free, 10 day trial in color. 


© Send literature and sampies. 


Dispensers loaned free! No obligation, of course. 








Carry* Pack handles are strong! 
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Plantar Warts 
Are Often Mistaken for Calluses 


These warts are very painful but 


the metatarsal area of 
spots which dif.- 


{ typical plantar wart growing on 
a sixteen-year-old girl. Notice the dark 
ferentiate a wart from a corn. 

HOE fitters are acquainted with the customer 
who winces in pain every time the fitter ap- 
proaches that “corn” on the heel or ball of the 

foot in an attempt to try on a new shoe. That “corn” 

may in reality be a plantar wart that could be elimi- 
nated with a little common-sense medical care. 

Plantar wart (or verruca plantaris, as it is known 
medically) is a single or multiple raised lesion that 
grows anywhere on the tough skin of the sole of the 
foot. It is a growth that appears as a benign tumor, 
well supplied with blood and nerves. People mistake 
it for a corn or callus because it is covered with cal- 
They may even go so far as to treat it 
themselves with a corn remedy, resulting in dire con- 


lus tissue. 


sequences. 

But a wart may be distinguished from a callus or 
any other similar lesion because it is soft and spongy 
and has little black, brown or red spots that are blood 
The bearing of weight may flatten 
it somewhat, but it remains thickened and rough in 
It may vary in size from a pin-head to a 
silver quarter and usually appears under the weight- 
bearing parts of the foot, alone or in clusters. A 
sign that distinguishes this foot lesion from any other 
is that upon pinching it there is excruciating pain. 

Science doesn’t really know what causes warts. The 
most likely cause is infection by a filtrable virus, 
which gains entrance into the skin after a slight injury. 
A theory also advanced is that the injury itself is the 
leading factor, since the body comes to its own defense 
and makes the skin change to ward off further injury. 
Still another contention is that warts manifesta- 
tions of some metabolic disturbance or endocrine im- 
balance. However, it is likely that a virus infection is 
the cause. The old admonition to avoid the handling 
of frogs or toads because people get warts from them 


vessels feeding it. 
texture. 


sure 


are 
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are harmless if treated correctly, 


by DR. MORTON H. WALKER 


Podiatrist hiropodist 


may be true if these little animals are the carrie: 
the virus. 
This is usually 


after patients have become ex 


The podiatrist has his “wart season.” 
in the fall of the vear 
posed to injury or irritation during the previous sum 
mer. Injury does not have to be sudden and acute 
walking long di 
shoe 


Frequent! 


The continuous, minimal agitation of 


tances over rough country roads in thin-soled 


may be enough stimulus to form a verruca. 
“stone 


walking barefoot on the beaches and acquiring a 


bruise” may provoke a wart. Plantar warts form fre 
the ball of the foot of athletes, 
trackmen, tennis players, golfers and handball playe 


fi ot 


such a 


quently on 


owing to the constant friction on the incidental 


with these sports. 
Warts 
dangerous 


are uncomfortable to have, but they are not 


However, bathroom surgery, as in paring 


them down with a razor, will leave them open to infe« 


tion, and the use of a corn remedy might turn then 


into malignant lesions. So it is best to leave the treat 


ment of plantar warts in the hands of medical author 
ties. 


Pitch 


warts are a type common to pitch and coal tar workers 


Medica! science knows of many kinds of wart 


Post mortem wart is a growth which appears on the 
hands of a person making frequent post mortem dis 
Another kind, growing specifically on the feet 
Mosai 
horny mass that 
little 
they may get so 


sections. 
like a plantar wart, is a mosaic wart wart (01 
verruca mosaic) is an irregular, dry, 
may be painless but is made up of hundreds of 
Patches vary in size but 


seed warts 


A mosaic wart growing on the heel of a 45-year-old woman. 
The hundreds of minute seed warts present make up the 
total wart patch. 
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big that they encompass the whole 
of the bottom of the foot. Mosaic 
wart is frequently associated with 
athlete’s foot. The virus may in- 
vade the skin by coming in contact 
with it in shower rooms, locker 
rooms and swimming pools, or even 
when trying on new shoes that some 
one else tried on barefooted. 

There are a dozen treatments for 
warts. Generally, in medicine, this 
roeans that when there are so many 
treatments for a condition, none of 
them is perfect. It is reasonable to 
assume that if one or two worked 
efficiently, it would not be necessary 

look further for other methods. 

The most common way to remove 
warts is by burning them out with 
a caustic. The doctor uses a drug, 
usually an acid, that he puts on the 
lesion, allowing it to penetrate for 
a few days. The patient returns and 
the portion of the wart destroyed is 
removed and more acid put on. This 
method is painless with mild acids, 
but it takes from three to eight 
weeks to get rid of the problem. It 
is used on large plantar warts or 
mosaic warts. 

The electric needle eliminates the 
wart in one application. A local an- 
esthetic must be used and a month 
of post-operative care must follow 
This is the most effective procedure 
on small warts. 

Actual surgical excision of the 
wart can be carried out in one sit- 
ting, but it is not good to do sur- 
yery on the bottom of the foot be- 
cause the wound may heal in a scar 
that is more painful than the orig- 
inal lesion 

Radium and X-rays are used ex- 
tensively against warts, but the dan- 
yer of changing the place treated 
into a cancerous growth makes this 

doubtful method. 

The use of Vitamin A by mouth 
is new. Some authorities believe 
that there is a lack of this vitamin 
in the skin area where the wart has 
developed and, thus, replacing the 
vitamin brings the skin back to nor- 
mal. 

Strange as it seems,  psycho- 
therapy is sometimes used to elimi- 
nate the plantar verruca. Wasn't it 
in the story of Huckleberry Finn 
that the boys got rid of warts by 
killing a black cat and burying it at 
midnight by the light of the full 


9 
moon. 
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The old stand-by is orthopedic So, African Output Gains 
treatment of warts. We hope that PORT ELIZABETH, SOUTH 
just padding a warty area with soft AFRICA—New government reports 
felt so as to eliminate the bearing show a moderate gain in footwear 
of weight or the prevention of rub- production in 1959, as compared 
bing, may in time allow the wart to with 1958 totals. Output of leather 
fade away of its own accord footwear dropped during 1959 while 

a ; production of canvas, gumboots and 

The shoe salesman can help his Homers Increased. 
clientele with plantar warts by ad Piaiatbian tide wins ts Yunbing 
vising them that this is not the kind well above 1959 totals. But officials 
of condition that can be treated by are reluctant to predict that total 
home remedies. He should suggest 1960 o itput will finish ahead of last 


that the customer seek competent year’s. They say “conditions are 


medical advice for this foot problem. too fluid. 


W. L. AREIDER’S SONS 
call it “the 


solid calue 


solid calue cv. “shoe”! 


Naturally, they select 
LONGER WEARING, 
MORE FLEXIBLE, 
SHAPE - RETAINING, 
WATER-and- PUNCTURE 
RESISTANT 


VOTAN ‘Sfuvrceer Sore’ 


Style 183: BROWN—8'2-12, B-EE the 

Style BROWN—12'>-4, B-EE 

Sty! BLACK—8'9-12, B-EE * 

Syle 885. BLACK 12's4, BEE solid value 
*Style 0825: BLACK—8'>-12, B-EE 

+Style 0885: BLACK—12'-4 


*with special teotures 


Write today 
to learn what 
VOTAN “SurerSoLe” GENUINE 


with “G-C-P”’ can _ 
do for YOUR LEATHER 


SHOE SALES! - pl us|! 


VIRGINIA OAK TANNERY SALES CORPORATION 


27 SPRUCE ST. - NEW YORK 38,N. Y. 


In Conede by BEAROMORE & CO., Limited, Acton, Onterie 





Profile: Ben Goldberg 


(CONTINUED FROM PAGE 36 


he learned about window trimming, 
store management and general busi- 
ness control, have proved invaluable 
to him over the years. Although he 
started in the women’s phase of the 
shoe business, Ben always aspired to 
owning and operating an exclusive 
men’s shoe business. Twenty years 
ago, that was only a dream. Today, 
it is a reality. 
He now owns three Mark’s Boot 
. in Glendale, West Los An- 
geles and Beverly Hills, California 
all catering to men who want 
high style, quality He 
numbers among his customers an 
impressive list of famous personali- 
ties in the motion picture, TV, radio 
and musical world, as well as pro- 
fessional and business men. For 
the record, here’s a partial list: 
John Wayne, Jeffrey Hunter, John 
Huston, Keenan Wynn, Jack Benny, 
Eddie Cantor, Steve McQueen, Don 
Taylor, Prince Rainier, Harry Bela- 
fonte, Bobby Darin, Lloyd Bridges, 
Eddie Fisher, Artur Rubinstein. 
There are many, many more. 


Shops.. 


footwear. 


The College Trade 


There is also another very impor- 
tant segment of trade to be consid- 
ered, the college trade, the 
Westwood Village shop is on the 
of U.C.L.A. Fortunately, 
Ben’s resources all recognize his 
specific requirements and work 
along with him in the creation of 
styles that are a bit different. 

sen will tell “We 
men’s shoes exclusively 
finest make and styling .. . French, 
Shriner & Urner, E. E. Taylor, 
House of Crosby Square, Elevators, 
L. B. Evans Sons Co. Our imports 
consist of Clarks of England, Dolcis 
of England, Fenestrier of France, 
Marelli of Italy and hand picked 
shoes from other fine companies. 
These firms all cooperate fully in 
carrying out my ideas of styling. In 
fact, there have been quite a few in- 
stances when, after making up the 
especially designed by me, 
they have added them to their own 
lines.” Ben is a six footer. He 
wears clothes well. He has a flair 
for designing, which he comes by 
naturally since his father was one 
of the country’s top designers of 
ladies’ coats and suits and taught 


Since 


campus 


you: carry 


all the 


shoes 
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him the fundamentals of designing 
at an early age. Ben, in turn, 
passed this Knowledge along to his 
son, Norton, who has, on various oc- 


has 


casions, beat him to the draw by de- 
signing some of their best numbers. 


Masculine Appearance 


Mark’s Boot Shops are different 
from the ordinary run of 
They are masculine in 
and decor and have the look of the 
“den” at home. This is something 
that Ben and his wife, Nan, visual- 
ized in the planning and dreaming 
stage. Each store has wood panel- 
ing, fireplace, beautiful fixtures and 
comfortable den-type furniture. 
Transient customers, visiting tour- 
ists, are always impressed with the 
general effect of the shops. What 
usually happens is that they become 
regular customers, ordering their 
shoes by mail, even from distant 
corners of the world. 

No man can build a lasting busi- 
ness he himself 
with competent people. for- 
tunate in having Nan, his wife, and 
Norton, his son, to round out the 
top management echelon. This is a 
happy trio, accustomed to working 
together. They balance each other. 
They all confer on styles. Nort is 
in charge of unit control and mer- 
chandising and Nan keeps them all 
on the mark... tells them whether 
or not they are going overboard. 

As for the rest of the staff, there 
is a full complement of very capable 
sales personnel, who have been with 
the company for many years. They 
know their business and are enthu- 
siastic about it. Every store 
has shoes to Therefore, at 
Mark’s Boot Shops they try to give 
that little extra, in 
and quality, that will set them apart. 
They have a practicing motto: “We 
the finest the finest 
the finest and we 
give the finest service.” 


shops. 


appearance 


unless surrounds 


gen is 


shoe 
sell. 


service, style 


have 


sources: 


shoes: customers 


“How Can We Miss?” 


“We have great plans for the fu- 
ture,” “How 
stand still in a state that is grow- 
ing so rapidly? How can we miss 
if we continue to work together; 
style in the manner our customers 
seem to want; maintain a sales force 
that does its utmost to make a sat- 
isfied customer and keep him? These 
are the important factors that con- 


says Ben. one 


can 


Although 


our 


tribute to our success. 
our highly 
stock is always clean because it is 
properly merchandised. We all feel 
that the fact that we like what we 
are doing makes us a success.” 


shoes are styled, 


Ben has been a member of the 
National Shoe Retailers Association 
for years. “I go to the National 
Shoe Fair in Chicago every year,” 
he says, “and find it a great help 
to see so many ideas in one place. 
My son and my wife take turns in 
attending that show with me. They 
alternate and this year Norton has 
his turn. I also try to visit some of 
the factories and am plan- 
ning to go abroad during the latter 


yearly 


part of the year.” 

His personal life encompasses a 
multitude of friends. Above all else, 
he enjoys his two grandsons 
when he has the time, painting and 
Life has been good and 
lending a help- 
He is very 
Temple in 
Order, 


. and 


swimming 
he 
ing hand where needed. 
the University 
Brentwood, the Masonic 
Guardian of the Home for the Aged, 
the City of Hope. 


reciprocates by 


active in 


The First Rubber Heel 


It’s knowledge that 


Charles Goodyear accidently discov- 


common 


ered the vulcanizing process in 1839 
by dropping a mixture of crude rub- 
red hot 
which corrected these defects. 
known is 


stove, 
What 
isn’t that 
this climax occurred after nine years 


ber and sulphur on a 


nearly so well 
of careful experimentation 

Even after all this, 
parently) thought of rubber heeled 
shoes until the late date of 1886, 
when they were introduced in Chi- 
cago. But they were quite different 
from any kind of rubber heel of to- 
day. A hole was cut into the center 
of the round of rubber 
was inserted Its 
truded slightly and its purpose (it 
was advertised) was to increase the 
wearability of the heel. The price 
was exactly one dollar the pair. 


no one (ap- 


heel and a 


there end pro- 


It wasn’t until approximately ten 
years later that Humphrey O’Sulli- 
van came the and intro- 
duced the modern rubber heel. De- 
spite the popularity of his heels, he 
had nothing to do with the shoe- 
making industry. He was a profes- 
sional printer who stood on his feet 
all day while he set type. 


on scene 
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Antiques Bring Shoppers . 


... to an outdoor sale 


AN ANTIQUE shoe sale was used to draw customers 
to the display of the C & R Bootery, Shenandoah, Iowa, 
during the first of two community outdoor sales in the 
town this year. 

Clyde Clarke, Sr., 
owner of the store, 
found 1,000 pairs of 
50-year-old shoes in a 
Galesburg, Ill., store 
that was going out of 
business. He bought 
them and then offered 
them for sale at 98 
cents a pair during 
the semi-annual out- 
door sale 

The shoes, even 
afier a half century, 
were in perfect con- 
dition and the cus- 
tomers bought them 
Clarke distributed 
the shoes to his three 
stores. Antique car 
enthusiasts in Okla- 
homa City bought 100 pair to complete their authentic 
costumes. Residents from dozens of towns preparing 
for centennials bought the shoes and one man offered 


Mrs. Clyde Clarke Jr. models 
pointed-toe styles of 1900. 


“ 


to buy the entire collection for resale in “old western” 
towns where residents dress up for the tourist traffic. 
The shoes were also put to use as planters and lamps 
by other purchasers 
The most popular of the old fashioned pointed-toe 
hoes were the button models, according to Mr. Clarke. 


Rubber Stamp Portraits Personalize Staff 
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JACK KOLBY, manager of Innes Shoes, Sherman 
Oaks, Calif., had rubber stamps made which printed a 
line drawing, cartoon-type sketch of each of his sales 
staff. These are stamped on business cards and on sales 
checks for the customer. 

The gimmick caused quite a lot of favorable customer 
comment. It has also served to personalize and identify 
each man on the staff. 
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KANGAROO SHOE SALE 
SALE ENDS SEPT. 2 


If you have participated in this 
annual event, you know how 
much you can save on 

Carter Kangaroos. If not, 
don't miss out on this 
once-a-year chance for 
additional profits. 


Order now, through our local 
representative, or write, call or 
wire direct for prices and 
details. 


J. W. CARTER COMPANY 


P.O. BOX 30 ¢ NASHVILLE, TENNESSEE 





Miake 1961 a 


Tie in with the spectacular 


1961 ‘‘Sun-steps”’ advertising and promotion 
— big, hard-hitting — and more effective than ever! 


And look what BFG and Hood 
give you to sell with the new ‘‘Sun- 
steps’’ line! 

NEW COLORS! This year’s fashion news— 
heavily promoted—is The Pacific Look, and 
the colors carry the theme. New pastels, new 
muted tones, new patterns—all terrific! 
NEW FABRICS! Exciting textures to sell 
fashion-conscious girls and women! The 
fabrics, too, reflect The Pacific Look. 

NEW STYLING! Slim, sleek styling —with 
that sales-boosting tapered toe. Beautiful 
Here’s the line-up of advertising for new heel treatments that make “‘Sun-steps”’ 
““Sun-steps,”” and what a line-up it is: look many times their low retail cost. 


Millions of prospective cus- 
tomers are yours to sell! 


Page after page of national ads New warm-weather ‘‘Sun-steps’ 
in top family and fashion mag- plus cold-weather casuals, too. 
azines. And the ads, them- Yes, 1961 will be a big year for the new cas- 
selves — new and fresh and uals with the “Ski-Lodge Look.” You'll see 
provocative! these in national magazines, too! 


You'll see profits in canvas and casual shoes when you see 
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selling spree! 


B.EGoodrich 


shoe promotion! 


1961 ‘*P-F’s’’—America’s best-known name— 


backed by the biggest selling campaign in the business! 


Now arranging plans for this great 
roster of TV shows! 


Look at these great sales boosters that BFG 
and Hood are preparing for your sales success: 


American Band-Stand—with Dick 
Clark, the teen-ager’s idol. 


Kid-Time TV: The Lone Ranger ¢ Captain 
Gallant « Rocky and His Friends e Rin-Tin-Tin 
and local TV personalities. 


130 network stations plus 30 local television 
stations are in plans for the spectacular 
““‘P-F’’ promotion! 


Look at this outstanding national 
magazine campaign! 


Millions of readers will be seeing the “P-F’”’ 
advertisements—full pages in full color in 
America’s best-read national family mag- 
azines. It’s real coverage! 
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Here’s what you’ll be seeing in the new 
1961 ‘‘P-F”’’ line: 
e Slim and pretty tapered toe lasts in wom- 
en’s oxfords! 
New styling and new fabrics in men’s 
“P.F’s’’! 
The first really heavy-duty boy’s oxford! 
The exclusive ‘“‘P-F”’ principle — always 
a sales clincher! 
Nothing tops it! Both parents and young- 
sters know and demand the famous “P-F” 
principle. 


“P.F’’* means Posture Foundation 


a 1. The important “‘P-F” 
re 4 rigid wedge helps keep 


/ /p ge a the weight of the body on 
| f ) “~~ the outside of the normal 
| J fs | foot, decreasing foot and 


leg muscle strain. 


gen 2. Sponge rubber cushion. 


what B.F.Goodrich and Hood footwear have in store for you! 
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Dunham Brothers Plans 50% Sales Increase 


The management of this New 
England firm is celebrating the 
company’s 75th year in a real- 
istic way with a five-year pro- 
gram for profitable expansion. 


BRATTLEBORO, VT.—At a 
meeting held here recently, George 
D. Mason, vice-president and trea- 
surer of Dunham Brothers Com- 
pany, nationally known producer of 
branded footwear outlined 
plans for a sales increase of 50 per 
cent over the next five years. The 
meeting held as part of the 
company’s celebration of its 75th 


lines, 


was 


anniversary. 

Indications of how this sales in- 
achieved were 
He noted that 
“we have greatly strengthened our 
board of directors by the addition 
of G. D. Babcock, retired president 
of the Mishawaka Rubber Com- 
pany; E. Weldon Schumacher, pres- 
ident of the American Optical 
Company; and Robert E. Wall, 
president and treasurer of the Wall 
Streeter Shoe Company.” 

Innovations, he said, “will ema- 
nate from Dunham’s during this 
year -and the years ahead. Some 
will be announced shortly; others 
in the future. Directly or indi- 
rectly, they will help our customers 
to better their customers 
and do it profitably, as well.” 

History of the Firm—Address- 
ing a gathering of prominent shoe 
executives, Mr. Mason reviewed 
the history of the firm, stressing 
its development since 1885, the 
year of. its birth, and tracing the 
steps which have brought it to its 
present position in the industry. 

It was in July of that year, Mr. 
Mason said, “that my grandfather, 
George L. Dunham, and his brother, 


crease was to be 


given by Mr. Mason. 


serve 


Cc. W. DUNHAM GEORGE L. DUNHAM 
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John L. Dunham, center, president of Dunham Brothers Co., presents a check to 

Recreation Supt. Frank H. Dearborn, for construction of a baseball diamond in 

Brattieboro Living Memorial Park. The contribution from Dunham's was made in 

observance of the company's diamend jubilee. At right is George D. Meson, vice 
president and treasurer of Denhom's. 


Charles W., decided to pool their 
the little 


predecessor of the newly-re- 


savings and buy shoe 
store, 
modeled and furnished one 
now located just across the street 
here in Brattleboro. The $2,000 
savings involved were a lot to these 
men, the 


necessitated a f 


newly 


young especially since 
deal also 
$1,000 to get started. 

“The store prospered in a modest 
way and after a few years it was 
decided to take another bold step 
selling shoes to nearpy merchants 
The 


loan of 


on a consignment basis. two 
brothers then took turns 
tending the store for a week while 
the other beat the bushes for busi- 
ness in This 
marked the beginning of the com- 
pany’s wholesale business. 
Branch Store—Some time 


one 
towns.” 


neighboring 


prior 


HAROLD W. MASON JOHN L. DUNHAM 


branch store 
Falls, Vt. 
was Lyndon L 
younger brother of the 
Later, as the whole- 


to that, however, a 
was opened in 
Its 
Dunham, 


two founders. 


fellows 


first manager 


sale business grew, he became a 
member of the firm and the branch 
store was closed. 

The 63-year association of Dun- 
ham’s and known as 
the Mishawaka Rubber Company of 
Mishawaka, Ind., came about 
rather About 
Mr. Mason told the meeting, one of 
the 


selling trip, saw a superior item of 


what is now 
in a 


curious way. 1895, 


Dunham brothers, while on a 
footwear called the Eureka 
by the Mishawaka 
Company, the firm’s origi- 
Knowing a thing 
saw it, the two brothers 
(CONTINUED ON PAGE 66 


woolen 
sock made 
Woolen 
nal good 


name 


when they 


GEORGE D. MASON N. E. WITHINGTON 
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Workmen are the most 


Discriminating Customers 


by VIVIAN ANDERSON 


“WE ALWAYS remember that workmen are the 
most discriminating customers in the store. They are 
proud of the quality of the shoes they wear. They know 
and ask for brands. They are not sales-conscious. To 
them, fit, comfort and wearability are most important 
and they’ll spend more to buy quality and fit.” 

This is a statement by a store manager of one of the 
11 A. G. Eaker stores in the Denver area, which have 
become outstanding shoe operations, many stressing 
work shoes. One of their most successful work shoe 
departments is in the Centennial Center store at 5050 
S. Federal Blvd., Littleton, Colo., southwest of Denver. 


Pag b 2 


i, 


org es 


Wilbur Cross, manager of A. G. Eaker Co. Centennial store, 
Littleton, Colo., changes work shoe display fo tie in with 
fall and colder weather promotions. 


Construction workers, carpenters, electricians, ce- 
ment layers, meat cutters, motorcycle riders, factory 
workers, farmers, ranchmen, horsemen, huntsmen and 
mountain climbers flock to this and become 
repeat customers. 

“One reason for this is that we guarantee the fit as 
well as the construction of the shoe,” explained Wilbur 
manager of the Centennial store. (The Cen- 
tennial race track is across the street.) “Just the other 
day a workman brought in an almost new pair of shoes, 
which had broken straight across. We saw at once it 
was a short fit; it was our fault; we replaced it in the 
correct 


store 


Cross, 


size at We replace the shoes ourselves 
if the factory won't make it right.” 

“Then, too,”” added George Manweiler, shoe manager, 
“we sell the shoe that belongs to the worker in his 
field. All trade unions come here. For instance, we 
don't sell a $16.95 work shoe with cushion crepe soles 
and all the special construction to a cement-layer. We 
sell him a cheaper work shoe for around $5.95 because, 
regardless of what he'd buy, lime would eat the shoe 
at once. We give workmen the best for the money 
that will give service.” 

Suggestions are welcomed from workers as to im- 
provements in shoe construction; these ideas are 
(CONTINUED ON PAGE 68) 


once. 
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CEDAR 
CREST 'S! 


COTTON PICKER 


TRAFFIC BUILDER 


THE NEW DUR-A-WELD 
MOULDED CONSTRUCTION 


GENUINE TOP GRAIN ELK 


COTTON 
PICKER 


16-1941 .. . Genuine Golden 
Elk 6” economy quarter 
blucher Hi-shoe, Steel 
Shank. “Dur-A-Weld”’ 
Construction, 

Sturdy Insole, 21 Iron 
Brown Cork Sole & Heel 
£6/12 

16-1942 ... Same in 
Genuine Brown Elk 
E6/12 


95 


TRAFFIC 
BUILDER 


WHOLESALE 
CEDAR CREST SHOE CO. 


eA GENESCO DIVISION e 
NASHVILLE 3, TENN. 





eoloramic 


RDUROYS 


for early fall selling 


Add Zest To The Rest of your Fall men’s shoe line with 
these “new look” casual oxfords in handsome, timely cor- 
duroy. Styled in this year’s two most wanted colors for 
casual wear...rich, deep-toned Loden Green and Black. 
Rugged, eye-pleasing corduroy is color-fast and tubbable. 
Here’s a completely “new shoe” that creates a new niche 
for itself in the well-dressed male’s shoe wardrobe...and 
provides you with an important new sales opportunity | 


SIZES: 6 through 12, with half sizes 
Write for illustrated folder and complete ordering information 
Rubber Division 
ENDICOTT JOHNSON CORP. 


Johnson City, N. Y. 





Dunham Brothers 


(CONTINUED FROM PAGE 64) 


decided this sock would fit nicely 
into their merchandising plans. 
They wrote the company, but Mish- 
awaka, never having heard of the 
Dunham brothers, politely turned 
down the request that this Brattle- 
boro firm be allowed to wholesale 
the item. The two brothers per- 
sisted, however, and in 1897 were 
granted “the franchise on Ball- 
Band socks in competition with five 
other New England wholesalers.” 

A Handshake—This relationship 
still exists as an unwritten but firm 
contract. It is probably one of very 
few in this country in which a 
handshake has been substituted for 
a signed document, to the mutual 
satisfaction of both parties 

Just after the deal with Misha- 
waka had been completed, Mr. Ma- 
son related, “the second step at 
Dunham's took place —a_ full-time 
salesman was added in the person 
of John Greenwood, who _ repre- 
sented the company until his re- 
tirement in 1945. 

“As the Ball-Band business grew 
with the addition of waterproof 
footwear as well as woolen goods, 
additional men were added until 
complete coverage was secured in 
New England. At a later date, the 
New York City metropolitan terri- 
tory was added. Today the com- 
pany employs a sales force of 
nearly 40 men in addition to sev- 
eral wholesale distributors who 
handle the Dunham lines which 
have national distribution 

Survived the Depression—‘The 
company’s rate of growth stabi- 
lized at a more moderate rate of 
increase following the first World 
War but due to the conservative 
management of its principles was 
able to survive both the post-war 
depression and the depression of 
the 1930’s. Dunham's suffered an 
operating loss in only one year.” 

During this critical period, the 
company’s financial destiny was 
largely in the hands of Mr. Ma- 
son’s father, the late Harold W. 
Mason. His son, now holding the 
office once held by his father, has 
added a wide range of interests. He 
is currently a trustee of the Uni- 
versity of Vermont; a director of 
the Vermont National & Savings 
tank; trustee of Brattleboro Com- 
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munity Chest; trustee of the Na- 
tional Association of Wholesalers; 
president of the Association of 
Footwear Distributors; vice-presi- 
dent of Independent Shoemen; and 
has recently completed his second 
tour of duty as a member of the 
Vermont delegation to the Republi- 
can national convention. He _ is 
also a former director of the Asso- 
ciated Industries of Vermont; for- 
mer Vermont chairman of the New 
England Council; former trustee 
of the Brattleboro Memorial Hospi- 
tal; and former president of the 
Brattleboro Kiwanis Club. 

The Tyroleans—The story of the 
company’s development of its now- 
famous line of Tyroleans is one of 
those rags to riches episodes. Shoes 
similar to the present-day Tyrole- 
ans were noticed during a trip to 
the Austrian Tyrol. Samples were 
re-styled by Dunham experts and 
two numbers, men’s oxfords and 
men’s ankle height shoes, were 
placed on the market. Although 
not originally intended for use as 
work shoes, they nevertheless were 
bought in increasing quantities by 
farmers and truck drivers who 
liked their softness, comfort and 
durability. Gradually the line was 
expanded. Today there are more 
than 40 styles of Dunham's Tyrole- 
ans in a wide variety of colors for 
men, women and children 

But Ball-Band footwear and Ty- 
roleans are not the only lines 
which bear the Dunham imprint. 
There are at least a dozen more 
which the company carries in its 
large warehouse. 

Other Lines—Included are Play- 
boys, Silv-A-Line, Duraflex, Great 
Scott, Waukezy, Ruggards, High 
Tension, Suburbans, Green Moun- 
tain, Verdmonts, Loaf-Aires and 
Corvairs—some for men; others for 
women and children. 

Members of Dunham's manage- 
ment are John L. Dunham, presi- 
dent; George Dunham Mason, vice- 
president and treasurer; Nelson 
E. Withington, general manager; 
Philip B. Chapman, merchandise 
manager; Whitney Hartshorne, as- 
sistant merchandise manager; Al- 
vin T. Boman, Donald W. Stock- 
well and Frank T. Olson, divisional 
sales managers; Henry W. Lind, 
superintendent; Malcolm S. Jones, 
comptroller and office manager; 
and Winfred H. Dunham, traffic 
manager. 
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coloramic 


RDUROYS 


for early fall selling 


COLORS: Gold « Grey * Loden Green + Red * White * Black 
SIZES: 3% through 10, with half sizes 
Also Available in Round Bal Last 


Write for illustrated folder and complete ordering information 


Rubber Division 
ENDICOTT JOHNSON CORP. 


Johnson City, N. Y. 
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Discriminating Customers 
(CONTINUED FROM PAGE 65) 

passed on to factory representatives and soon are found 

in the shoes. 

The Eaker stores have an advantage through their 
warehouse located on S. Alameda Avenue, where they 
can get any size or kind of work shoe immediately. 
Buying is done by Charles Bolton, shoe merchandiser 
for the 11 Eaker stores, with the help of his store 
managers. Many of the shoes are built by the manu- 
facturers to Eaker’s specifications, with special orders 
for odd sizes or for unusual foot problems. The lines 
of the International Shoe Company comprise most of 
the work shoe stock; boots are mainly by Justin. 
Work shoes are carried in stock in each store from 61 
through 12, widths C through EE. 


Socks Often Overlooked 

“The sock problem in work shoes is important and 
is often overlooked by the retailer,” Mr. Cross said. 
“We suggest for best wear in a work shoe and for 
maximum comfort that the customer wear either 
heavier wool socks or double pairs. The moisture from 
perspiration in a work shoe not only makes the foot 
tender but also affects the leather lining. Extra sales 
and more satisfied customers result from this heavier 
or double sock suggestion. In fact, in a store like ours, 
where workmen also buy their work clothing, we find 
that cooperation between departments sells more shoes 
and clothing. When we've sold a quality pair of work 
shoes, we suggest quality clothes, such as Lee goods, 


irnodil 


MEN’S 
TREES 


SHOE 


© 3 STANDARD SIZES 
© ATTRACTIVELY BOXED 


© PRICED TO SELL AT 
$1.79-$1.89 WITH 
FULL DEALER PROFIT 


COMPANY 
BROCKTON. MASS. 


and the Lee salesmen do the same thing for the shoe 
department.” 

While women assist in the shoe department, Mr. 
Manweiler supervises the work shoe sales, advising and 
checking fit after the saleswomen have shown and fitted 
the shoes. A meat-cutter sat at a fitting stool. 

“The same thing again,” he said, pointing to an 
oil-resistant, cushion insole oxford, retailing for $9.95. 
“This makes my tenth pair in five years. This is the 
first store I’ve found that realizes that I have two 
problems in my work—standing on my feet all day, and 
oil and grease on the floor.” 

Promotion? Windows are changed often and work 
shoes are coordinated with work apparel. One of each 
kind of shoe sold is on display, with casuals and dress 
shoes shown with the work shoes as a quiet suggestion 
for “that extra sale.” Consistent newspaper advertis- 
ing is done in neighborhood and suburban papers. 
S&H green stamps are offered in all Eaker stores. 


Italians Export 16 Million Pzirs 


EXPORTS of leather shoes exceeded 16 million pairs 
These high figures indicated a sharp 
And, after the first eight months 
per Twenty-eight 


in Italy in 1959. 
increase of exports 
of 1959, rose by 60 
per cent of Italian exports or 4.4 million pairs went to 
West Germany, 24 per cent or 3.9 million pairs to the 
United States, 12 per cent or around 2 million pairs 
to England and 9 per cent or 1.4 million pairs to Swit- 
million 


exports cent. 


zeriand. Exports to Sweden were about 1.3 


pairs 


From The Robert Youngson Production “THE GOLDEN AGE OF COMEDY” 


You’re ready for action with 


Leathers by Irving: 


Irving Tanning Company 


134-140 Beach Street, Boston 11, Massachusetts 
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Pro-tek-tiv’s 
EXTRA 
SUPPORT 


shoes have 
smart styling 
too! 


Youngsters who need extra foot support get it in the Pro-tek-tiv EXTRA 
SUPPORT shoe. The important extra foot-care features you see to the right 
are built into every Pro-tek-tiv EXTRA SUPPORT shoe. Each is important 


to young, growing feet. 


Equally important to this young miss and her doting mother . . . Pro-tek-+tiv’s 
smart styling in EXTRA SUPPORT shoes, as well as in STRAIGHT LAST 
and FEATURE WEDGE constructions. 


Pro-tek-tiv’s extra support and smart styling are also important to profit- 
minded dealers who know selling is easier, repeat sales more certain, when 


you carry the Pro-tek-tiv line. 


For details about Pro-tek-tiv’s complete line, write today. 


CURTIS « STEPHENS ¢ EMBRY CO., READING, PENNA. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 





EXTRA SPACE 
WHERE IT’S NEEDED MOST 


Aldeanilages 


A true moccasin last runs 
fuller, is more roomy than a 
regular last. The toe features 
a high wall . . . no impinge- 
ment of toes down to the very 
end of the shoe. Squared-off 
forepart leaves more grow 
room ... more wiggle room. 
No welt means no build-up 
of leather at the sides .. . no 
concave bottom. - 

Soft upper leather continues 
under the foot . . . no bottom 
filler to lump or crack. 
Moccasins mean no tacks, no 
nails, no staples . . . better 
for baby feet in every way. 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 


This was a cast off window shadowbox. Today it’s @ silent 
salesman because Sam Boswell, manager of Frank Brooks 
Shoe Store, Macon, Ga., dressed it up with paint, plyboard 
and shoe brackets and pet it in the middle of the selling floor. 


by ROBERT H. BROWN 


IN MANY shoe store storage rooms there is display 
equipment that, brightly painted, once glittered under 
a spotlight in the store’s window, but which now 
gathers dust, forgotten in a dark corner. 

Large window shadowboxes have dressed up window 
displays for years. Sam Boswell, manager of Frank 
Brooks Shoe Store, 443 Third St., Macon, Ga., found 
two of these in the back of his store. They were dirty 
They needed paint. And, they hadn’t been used for a 
long time. 

Mr. Boswell got an idea 


Silent Salesman Sells 

Today one “forgotten” shadowbox is turning out to 
be the best silent salesman Mr. Boswell has ever seen 

It’s doing the job right out on the selling floor 

Mr. Boswell thought the shadowbox would be an eye 
atcher on the floor. He was right. Painted a light 
green with some yellow accents on the inside of the 
individual windows, the display is getting attention 

When the store manager found the shadowbox, each 
of the windows was open. He got plyboard and cut it 
to fit into the windows at a diagonal. The windows 
were then alternately painted green and yellow. Brack 
ets were attached to the slanted plyboard and the dis- 


play was ready for the shoes 


Impossible to Miss 
What did the new display cost? It cost two quarts of 
paint, twelve pieces of plyboard and shoe brackets 
The work done, Mr. Boswell put the display in the 
center of the floor. It’s toward the back of the store 
where it is impossible for a woman to sit in a fitting 


79) \ 


(CONTINUED ON PAGE 72 
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The 


World 
of Shoes 
from Which 


to Choose 
Come to the FATR! See New 


Selling Futures for retailers 


In Chic pitta the wo aes largest shoe show e an shoe me 
chants to see more shoes in more styles pe 
secure more me “een - ing a wala elling i on age 

where else “Ee - nd your opportunity for gre ail sales wis 
atte ndin ng the oming 


Bes 
SHOE FAIR 


October 23-26 





Cash from a Castoff 


(CONTINUED FROM PAGE 70) 


chair without seeing it. It is also just forward of the 
cashier’s department. Customers have to walk around 
it to get to the cashier’s counter to pick up their pur- 
chase or sign charge slips. 


Helps Casual Sales 

The display is being used primarily for casuals and 
flats and it is doing a good job of selling the second 
pair, says Mr. Boswell. He claims that after a woman 
buys a pair of dress shoes, she often spots something 
in the display, walks over, picks it up and, before you 
know it, buys the second pair of shoes too. 

It’s the store manager’s opinion that three out of 
five women who come into the store look at the display 
and pay particular attention to one or more pairs 
included in the display. It is also his opinion that 
every woman gives it a quick once-over whether she 
actually pays close attention to the merchandise or not. 


Changed with a Brush 

Although the display has only been used for casual 
shoes, Mr. Boswell noted that, with a quick repainting, 
the display could be suitable for any season or any 
color promotion. He is so pleased with the results from 
the home-made display, he is preparing to pull another 
one out of storage, paint it up and put it on the floor 
too. 

“T’ve seen other displays that cost a lot more and 
sell a lot less merchandise,” said the shoeman. 


Photo Tricks Attract Readers 


Cuban heels, all kinds 


Imported or otherwise. 40,000 pairs of very latest shoes for men, women, chil- 

dren in each store, at cut prices. Every style, including Cuban heels 
"S SHOES WOMEN'S SHOES CHILDREN’S SHOES 

12.95 shoes, 6.00 1095 shoes, 106 6.95 shes, 408 

10.95 chees 600 £95 shoes, 608 495 shoes, 100 

TH chars 400 195 choos 450 3.95 shore, 200 

Chideon s 52.95 tonne onfords, made 

US. Cecbice sasole, arch. Rod 

in 


32.95 shoes, 18.00 16.95 cheese, 12.50 30.95 shoes, 17.00 
26.95 ob 16.00 16.95 shores, 10.00 24.95 shoes, 15.00 
20 08 ob 14.08 12.95 shecs, 700 18.95 shoes 12.60 
Men's $26.95 Vibellh extords & leat. © 

ore, emperted from lely, with gee fh .- 


or regular soles $14 pale bles » 
Men's $19.95 Activator dress loafers, Women's $6.95 Dine De Mare sae 

leather feed, coches sels, pat dele & thongs from ltely Leather welt. Leather 
ented arch. Alee exferds $12.50 top & sole. Cashion mecle $3.50 85.95 w S795 


5 standard shoe stores 


INGLEWOOD ENCINO LOS ANGELES 
1004 Se. Le Bree 17630 Ventere Blvd 111 Se. Le Cormege 
Mee & Fn ah 8 Mee Fn wis =. TF os 


Sendays 10 te 5 Seadeys 10 te 5 Seodeys 18 te 5 Sendeys 10 t § Senders 10 te 5 


STANDARD Shoe Stores, a southern California fam- 
ily shoe chain, uses unorthodox three-column advertise- 
Bex ause 


the 


ments each week in the Los Angeles Times 
each of 


stores, the advertisements cannot feature specific shoe 


the inventory varies considerably in five 


items and 
tions attract readership and call attention to the dis- 


prices. Instead, provocative photo illustra- 


count price policy. 


full fashioned and seamless 


TIGHTS, LEOTARDS & TRUNKS 


knit of péwsofr stretch nylon 


x Pp 


All Popular Constructions 
CHILDREN’S TIGHTS 
Full Fashioned 
Non-Run Full Fashioned 
Seamless Run-Resist 
WOMEN’S SIZES in same 
constructions as above 
LEOTARDS styled with long 
and short sleeves, scoop 
and high necks 

for Children 

for Women 


compact display. 


NO INVENTORY PROBLEM — your orders deliv- 
ered immediately from our factory. Write for 
Illustrated Catalog B8. 


Danskin’s tremendous popularity in the dance 
field, Danskin’s recognition for finest quality 
and perfect fit by America’s dance schools and 
dance professionals, gives you the kind of ac- 
ceptance that speeds up sales! Many new colors 
available, and new styles in leotards, too. Sup- 
plied in transparent self-selling packages, for 


favorites 

for all day- 

every day, 
too! 


Nationally Advertised in Parents’, Seventeen, Dance, Mademoiselle, 
Ski, Skiing, Skating and the N. Y. Times Magazine 


437 Fifth Avenue, New York 16, N.Y 
« DIVISION OF TRIUMPH HOSIERY MILLS 


; and makers of tights, leotards and trunks 
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Small Town Customers 


Like Big City Salons 
BRU 


Gray brick and the small panes of glass give a colonial look 
to the small town salon. The hanging lantern lamp adds te 
the anticue anopearance of the smart modern shop. 


IN SENECA, S. C. 
Charles Brown are proving smal! town customers like 


(population 5,000) Mr. and Mrs 


big city merchandising ideas. 

The Browns opened the Brown Shoe Salon last Octo- 
ber with the idea of bringing the merchandising prac- 
tices of the finer metropolitan stores to Seneca. They’ve 
found their customers appreciate the atmosphere and 
surroundings of salon selling—without the 
display tables and out-front shelving popular in many 
small town stores. 

“We'll have to admit that the store caused something 
of a sensation with the people here when we opened. 
We were amused when people came in who were ac- 
customed to walking into a store with the usual shelv- 


scattered 


ing and tables. They wondered if we actually sold 


shoes from the store or if they had to order them, 
said Mrs. Brown. 


” 


Early Confusion 

“Since they saw no shelves full of shoes, some got 
the idea we were operating like a Sears Roebuck & Co. 
mail-order store. It took some explaining to get them 
to understand that we had the shoes in the back.” 

The Browns add that there were also customers who 
were used to buying shoes in the city shoe salons. They 
felt at home and understood the operation. 

“We're bringing to the small town the type of store 
that would ordinarily sell a higher priced line. Our 
prices go up to $14.95. However, I believe we could do 
very well with some lines as high as $25,” said Mrs. 
Brown. 

The store carries a line of women’s, children’s and 
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men’s shoes and, according to Mr. Brown, a line of 
baby shoes will be added soon. 


Colonial Look 


The attractive both inside and out. A 
brightly painted wooden door, like one on a private 
home, greets the customer instead of the usual com- 
mercial glass door. It looks warm, friendly and wel- 
coming set in the brick front. The display windows, 
made up of numerous small panes of glass, 
colonial touch to the shop. The larger left window is 
used for the display of women’s shoes and the right 
window is used to show men’s shoes. 

Inside there is natural wood paneling around the 
walls instead of shelves. The only shoes on display are 
on glass shelves supported by L-brackets. These shelves 
are the type that can be bought in any five and ten cent 
store and which are commonly used by housewives. 


store is 


add a 


Hurricane Lamps 

Light is provided by two small hurricane lamp chan- 
deliers and by pole lamps which light the displays on 
the wall shelves. There are also flush ceiling lights. 

Customers handled at a semi-circle of black 
wooden When the customer comes in, the 
Browns isually has an idea as to what she 
wants. She is invited to sit down and express her 


are 
chairs. 
find, she 


wants. 

Then the salesperson goes to the rear stockroom 
through the bright red double swinging door. He 
brings back three or four pairs to show the customer. 

When the store opened, the the local 
weekly paper and radio spots to stage a promotion. 
During opening week all high school and college stu- 
dents in the area, which includes several towns within 
easy riding distance, were invited to come in and regis- 
ter for a free pair of shoes. 

“We found the young people in this area are just 
as fashion-educated as those in a big city. They read 
the magazines and they watch television, and the auto- 
mobile has done much to bring the different areas to- 
gether,” said Mrs. Brown, 


3rowns used 


Soft overhead lights, jet black chairs, paneled walls and spot 
lights on the wall displays highlight the interior of the 
Brown Shoe Salon, Seneca, S. C. 
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How to Get Workers to Wear Safety Shoes 


ALTHOUGH safety surveys show 
that foot injuries account for a 
high percentage of lost time in in- 
dustrial plants, many workers re- 
fuse to wear safety shoes. Mr. C. A. 
Wallace of the National Ice & Cold 
Storage Company, San Francisco, 
writing in a recent safety bulletin 
of the National Association of Re- 
frigerated Warehouses, has given 
some useful suggestions for over- 
coming this reluctance. Shoe re- 
tailers who actively promote work 
shoes might pass on these sugges- 
tions to the managements of indus- 
trial plants with which they have 
contact. 

Mr. Wallace writes: “To make it 
effective there should be a rule mak- 
ing it a must to wear safety shoes 
where a foot hazard exists. You 
cannot make this rule by merely 
putting up a bulletin; it requires a 
great deal of effort to sell the idea 
and in doing so, you will have prob- 
lems. The first problem to hit you 
(as in our case) will be the Union 
steward’s ordering you to pay for 
the shoes if you want the crews to 
wear them. Then his second gag 


Write for illustrated material 
THONET INDUSTRIES INC. 
One Park Ave., New York 16. 


SHOWROOMS: New York, 
Chicago, Detroit, Los Angeles, 
San Francisco, Daiias, Miami, 
Atlanta, Statesville, N. C., 
Paris, France. 


will be that the shoes are too heavy 
and cannot be made to fit, and will 
ruin the men’s feet. 

“That's the fellow you are looking 
for—work on him first! He 
ways telling you that he is respon- 
sible for the safety and welfare of 
the people working in the plant. 
Show him from some previous toe 
accidents, how long one of his men 
was off the job and point out the 
suffering he endured and the plea- 
he lost out on while he 
injured. Then for the clincher- 
work out in dollars and cents the 
amount of pay loss to his family be- 
cause of this injury. 

“At one of our plants the steward 
told us to buy him the first pair and 
he would wear them for two weeks 
and if he found them to do the job 
he would order his men to wear 
them. This we refused to do, but in 
order to put it over we raffled off a 
pair of safety shoes and the winner 
worked with the shoes for 
weeks and then reported how good 
they were. The steward, as he 
agreed, ordered all of the crew to 
get safety shoes, which they did. 


is al- 


sures was 


two 


DESIGNED BY 
ILMAR!I TAPIOVAARA 


THONET 


SINCE 1830 MAKERS OF FURN 
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“Not to make it tough on the men, 
have them agree to buy safety shoes 
as their present work shoes wear 
out. Also at times to speed up get- 
ting all the men wearing them we 
would buy them and take out a few 
dollars weekly from their pay 
checks. 

“The problem they hand 
about the shoes being too heavy and 
ruining their feet will come from a 
few old timers who tried safety 
shoes many years ago before they 
were perfected. This is not true to- 
day shoe manufac- 
turers have done much scientific re- 
search and have greatly improved 
their product. 

“Another idea that gave us 
sults was to have as many of our 
key men wear the shoes as possible. 
We even had our labor relations 
man wear them when negotiating 
labor contracts. And don't forget to 
keep on advising your labor repre- 
sentative (the get along 
with) how this safety measure af- 
fects the welfare of his men. This 
last is very necessary because there 
will be a few people who will go to 
him to protest, but if he knows the 
answers he will be on your side.” 


you 


because safety 


re- 


one you 


FOR PUBLIC USE 


Boot and Shoe Recorder 





Shrewd nessmen. Wise f tory WorKkel! Brainy colle ites. You name them the far 
men have pleasant though their grey matte hen they 
i¢ re erter tor Tice horye mu 


t is, ALL sensible 


spot these smart oxfords. And no wonaer 


nhigure them asreait 
ne se ers! Py ed! 


now. Order today 


WE MAKE BATA SHOES. . .PEOPLE MAKE THEM POPULAR FAY BATA SHOE COMPANY, INC., BELCAMP, MARYLAND 


" 


SHOE FASHION WEEK ¢ WALDORF-ASTORIA HOTEL ¢ NEW YORK ¢ SUITE 979-981 * AUGUST 21-24 
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NN 
IMPORTANT 
MESSAGE 
FOR 
NATIONAL 


SHOE FAIR 
TS 


X= 


NATIONAL 
SHOE FAIR 


October 23-26 


Here's Your 


10,000 RETAILERS AND BUYERS! 


7,000 Registered—3,000 Non-Registered 


(Estimated) 


They account for annual retail shoe sales of 


$3,300,000,000. 


It’s the National Shoe Fair that attracts this 
greatest concentration of top-flight buyers. 
They are the greatest potential for all Shoe 


Fair exhibitors. 


80° or more of all shoe sales are made by 
less than 30,000 retail outlets. What really 


counts is—NOT HOW MANY, BUT WHO? 


WHO attends the National Shoe Fair? Check 
the figures opposite and you'll meet your cus- 


tomers and prospects. 


Back-up 
WITH PRE-SHOW 


DON'T GAMBLE THAT BUYERS 
WILL SEE YOUR LINE! 


Drawing buyers at the Shoe Fair is your 
job. Even the massive buying potential of 
the Shoe Fair will not bring buyers or lookers 
into your exhibit. 


Estimates reveal that the average exhibitor 
spends $6,000 to $7,000 to show his line. Some 
go all out spending as much as $40,000. What- 
ever you spend in exhibiting your line, this in- 
vestment should be backed up. You'll be 
looking for maximum traffic— buyers and 
lookers. 


PRE-SHOW ADVERTISING IN 
BOOT and SHOE RECORDER 


is the BEST WAY to get them to actually 
come into your exhibit and see your line. 
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Shoe FAIR BUYING Power! 


ESTIMATED REPRESENTATION 
BY SHOE-BUYING GROUPS 


Groups Representing 


95% of Shoe Chains 8,500 stores 
40% of Independent Shoe Stores 10,000 stores 
75% of Department Stores 2,000 stores 
90% of Shoe Wholesalers 500 firms 


30% of Other Shoe-Buying 


Stores and Chains 8,000 stores 


29,000 


ESTIMATED DOLLAR “SHOE-BUYING POWER” 
OF THE 10,000 BUYERS AT THE FAIR 
(TOTALING 29,000 STORES) 


Buyers representing 
centralized buying headquarters 


$857 ,000,000 


(Shoe chains, department store chains, variety 
chains, etc. Based on estimated Shoe Fair at- 





tendance of 95% of the buyers from centralized 
buying headquarters. ) 


Buyers representing 


de-centralized buying sources $850,000,000 


(Independents, many department stores, etc. 
This Shoe Fair attendance group accounts for 
an estimated 65% of all shoes purchased by the 
de-centralized buying group. ) 





Retailers and buyers attending the Shoe Fair 
account for an estimated 75% of the total 
annual WHOLESALE shoe purchases, amount- 
ing to .... $1,650,000,000 


Retailers and buyers attending the Shoe Fair 

account for an estimated 75% of the total 

annual RETAIL shoe sales, amounting to 
$3,300,000,000 


(Above figures represent shoe-buying potential 
only of attending retailers and buyers.) 


your SHOE FAIR investment 


ADVERTISING IN BOOT and SHOE RECORDER! 


SEPTEMBER 15—OCTOBER 1—OCTOBER 
15 (Shoe Fair Issue) are the three key pre- 
show issues. Take advantage of the pre-selling 
of buyers your advertising gives you in these 


issues. 


BOOT and SHOE RECORDER covers the 
market buying-power of shoe purchases. 


Closing Dates 
SEPTEMBER 15 issue—closes August 25 
OCTOBER 1 issue—closes September 10 
OCTOBER 15 issue—closes September 25 


Your show advertisements mean good busi- 
ness insurance for your Shoe Fair budget. 
Attracting interest and buyers among thé 
approximately 1,200 competing lines is what 
really counts for you! 


ON-THE-SPOT—during the Shoe Fair—it’s 
the RECORDER SHOE FAIR DAILY. Noth- 
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ing like it for your advertising to catch shoe 
buyers as they make their daily buying 
rounds. Delivered — DOOR-TO-DOOR and 
READ early each show-day morning by 9,000 
shoe buyers. 


Let these RECORDER regional representa- 
tives work out your Shoe Fair business in- 
surance plan: 


NEW YORK 17, N. Y., 100 East 42nd Street, Harry 
R. Hughes (OXford 7-3400); BOSTON 10, Mass., 10 
High Street, Gordon Scott, Gordon Scott, Jr. (LIb- 
erty 2-4460); PHILADELPHIA 39, PA., Chestnut 
and 56th Streets, Clarence R. Heyde (SHerwood 
8-2000); CHICAGO 1, ILL., 360 N. Michigan Avenue, 
Robert J. McInnis (RAndolph 6-2166); ST. LOUIS 3, 
MO., 1221 Locust Street, Hugh M. Bowen (CEntral 
1-9698); LOS ANGELES 57, CALIF., 198 S. Alva- 
rado Street, L. H. Jackson (DUnkirk 7-4337); SAN 
FRANCISCO 3, CALIF., 1355 Market Street, Frank 
McKenzie (UNderhill 1-9737) 





Letters... 
Room for Both Kinds of Stores 


Editor: 

You commended on 
frequent reminders in the Boot 
SHoe Recorper that the shoe business, 
whether manufacturing or retailing, is 
dynamic, changing and full 
of peril for those who cannot or will not 
recognize the appearance of revolutionary 


yvour 
AND 


are to be 


constantly 


trends. 

Self-selection, self-service 
overhead operations are 
not new. Thev have been known to the 
retail shoe business for about 50 years. 
Many of great family chains had 
their so-called “discount” 


and other 


low certainly 


our 
origin as 
stores. 

As in most historical trends, the pen- 
dulum swings and then reverses itself. 
That this is taking place in the retail 
business, You 
are certainly rendering a service to the 
industry in reminding us that we should 
not close our eyes to the growth of these 


there can be no doubt. 


types of stores. 

There are unquestionably many rea- 
sons why many people prefer to shop in 
self-service stores rather than the beau- 
tiful family shoe available to 
them. There are also as many reasons 
why others prefer to shop in the family 
chain or family independent store. Just 


stores 


so long as we have consumers who will 
prefer one to the other, there will be a 
need for both types of stores and each 
can serve its own very useful purpose in 
the community. 

Those stores of a 
which do not serve an economic purpose, 
in that they do not bring to the consumer 
the value they purport to, will obviously 
close their The orthodox 
which refuses to recognize that its self- 


discount nature 


doors. store 





The RECORDER welcomes letters from the in- 
dustry for publication here. Letters must be 
signed as evidence of the writer's good faith 
They should be addressed to the Editer, BOOT 
AND SHOE RECORDER, Chestnut and S6th Sts., 
Philadelphia 39, Pa. 





selection competitor may be offering 
something which may be wise for them 
to offer, may also meet disaster. 
A. WEINMAN, VICE-PRES, 
FIVE STAR SHOE CO., INC. 


1ONG ISLAND CITY, N. Y. 


‘Feel Alive After Five’ 


Editor: 

Your article “Party 
as a Party's Moods,” by 
Rutty [Recorver, July 1] 
most interesting, especially to me. 

At the last Leather Show in New York 
City I had talk to many 


Shoes as Varied 
Eleanor M 


was certainly 


occasion to 


buyers and manufacturers of high-priced, 


high-grade shoes, and fashion leaders, 


so to speak, in our field. 

It is very 
the 
I suggested 
you could do a good job with is “Feel 
Alive After Five.” This is to 
an extra pair of shoes that will make 


strange that you should use 
“after-five,” for the 
to these various people that 


slogan slogan 


promote 


the customer feel conscious of the fact 
that when she changes her dress for the 
occasion, she certainly 
looks. should 
change the style of her shoes into some- 
thing different than a plain pump with 


after-five and 


changes her she also 


a new ornament. 

I wish to see more news on this item 
of ine reasing our shoe consumption Keep 
up this work on making the 
“Feel Alive After Five” and | 


we will get some results. 


woman 
am sure 
MANUS SCHOENFELD 
ELAMS SHOES, ING 
HAVERHILL, MASS 


‘Like an Evening Paper’ 
Editor: 


Attached is 
This 


renewed 


check for 
the 
have my Boot 
Recorver. Never fail to 
like an evening paper to me 


sub- 
year | 
SHOE 
It is 


renewal 
30th 
AND 


scription makes 
read it. 


RAY 
BUYER, MEN'S SHOES 


SUSTING, ASST. 


FAMOUS BARR CO. 
ST. LOUIS, MO. 





* cowboy boot 


overshoe x 





the BOOT children 
WANT to wear 


COMBINING: 


MERCHANDISING APPEAL 


with UTILITY 


EMMCO PRODUCTS DIVISION, Essex Master Mold Co., Inc., lvoryton, Conn. 
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West Coast Stores 
Sell Alligator for Fall 


SAN FRANCISCO First fall 
shown in this West Coast 
fashion center included alligator in 
black, brown and rust, black calf, 
black suede and the neutral shades. 


shoes 


In the alligator leathers, Frank 
More showed a black style with 
round throat and high heel, a brown 
number with mid or high heel and 
a black or brown model with square 
throat and high heel at $29.95. 

Saks Fifth Avenue sold a variety 
of alligator models priced from 
$34.95. Joseph Magnin’s offered a 
black or rust alligator style at 
$39.95 and a two-tone combination 
of Calcutta lizard and red, rust or 
rocket blue suede at $29.95. 

The Emporium offered a new slim 
style black matte calf pump with 
mid or high heel and circular or fig- 
ure eight toe ornaments and match- 
ing bags at $26.95. 

Sommer & Kaufmann showed 
black around-the-clock shoes with 
a variety of satin, leather and gros- 
grain toe trims in suede or calf at 
$15.95. 

Frank Werner offered some of 
the new neutral shades for fall. One 
called Scotch Fog, a midtone 
gray-brown shade, and another is 
nutshell, a deepened golden tan. 


is 


Shops Promote College Styles 


ST. LOUIS—This city’s first 
strong fall promotions were aimed 
at the college bound. At Famous- 
Barr, college girls’ crushable boot- 
type flatties in black, tan, gold, 
turquoise and red moved early and 
well. So did unlined suede mid-heel 
pumps in a wide range of “tom- 
tom” tones. 

Hanover’s used a broad section 
of street window to show the full 
gamut of college men’s needs, in- 
cluding campus bucks in smoke gray 
and natural, slipons, brogues, light- 
weight ties, low-cut white tennis ox- 
fords and high-cut regulation gym 
shoes. The results were fair to good. 


Patterns for Men—New fall pat- 
terns continue to be added to dis- 
plays daily. For men, the simulated 
diamond tip slipon and tie patterns 
are rating considerable attention. A 
good seller at Regal is a black 
smooth leather pointed toe slipon 
with high rising tongue, triple- 
stitched to give a collar effect. 

Regal’s Italian winkle pickers are 
already moving limitedly. 

Isolated departments say _ rep- 
tiles, alone and in combination, 
have begun to move for fall. 


...in St. Louis 


Tied to Fur—August fur sale 
advertising and display made wide 
use of dressy black suede and black 
silk pumps for natural tie-in. Van- 
dervoort’s coordinated draped- 
vamp mink-brown pumps with 
draped mink scarves in street win- 
dows. 

Early reports on favored. transi- 
tional footwear types for women 
showed these leaders: open-toe 
black suede and vinyl] banded pat- 
terns on mid-heels; black suede 
pumps with vamp collar and heel 
cover of matching lustre; allover 
lustre dressmaker pumps in muted 
colors with selfbow trim on 23/8 
heels; brown calf mid-heel pumps 
with jewel ornaments; black calf 
and cognac calf women’s boulevard 
walkers on stacked squared heels 
with prominent stitch trim, and 
triple-needle toe pumps. 


Eleven Colors—Stix, Baer & Ful- 
ler offered women one _  square- 
throated mid-heel transitional 
pump in 11 different colors. Swope’s 
downtown has assembled black 
suedes on every heel height and 
built them into an eye-catching dis- 
play. 





8 and B (black and brown) are promoted for the autumn 
season in this Jay Thorpe advertisement. The coloring is called 
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The shoes, 18.95 pair. The matching Ba 
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continental and is a “harmonious accompaniment to autumn's 
rich new colors.” New York City (8 cols). 
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Brown Trend Seen for Denver 


DEN VER—“It’s a brown fall for 
women,” said several Denver shoe 
retailers. They expect one of the 
best selling seasons in diversified 
shades of brown. 

“The apparel market has played 
it up; women are wise to it and 
they’re buying browns as _ they 
haven't for years,” merchan- 
diser said. 


one 


Tops Is Town Brown — While 
town brown in smooth leather 
pumps has been tops, a good re- 
sponse has been reported in black 
cn brown, in misty brown tones and 
in lighter shades. One large down- 
town store has already reordered 
a $26 pump in brown trimmed in 
black. Another buyer reported “un- 
usual response” to a cobbler tan 
unlined calf pump with a naturai 
stacked veneer mid-heel selling for 
$25 and in a Swiss chocolate suede 
with high heels selling for 
$26. 

Thin 18/8 heels have been gain- 


very 


Chicago Women Pick 


CHICAGO — Two 
trends are emerging in Chicago 
women’s style preferences. There 
are more calls for the medium 18/8 
heel and women are showing a 
marked preference for unlined shoes 
of soft leather. 

Last year women preferred the 
extremely high heel three to one. 
This year, however, the demand has 
gone down to six to four. Women’s 
purchases make black the color fa- 
vorite. Black accounts for 67 per 
cent of sales but the darker browns 
are still gaining as they were last 
month. Blues had a sad spring and 
are still declining as fall arrives. 
Greens and grays are also declining. 
Taking the places of the blues, 
greens and grays are the new neu- 
tral shades. Expectations are for a 
heightened demand for holiday lus- 
tre calves and golds. 


Men Like 


noticeable 


Lightweights — Men 
are leaning increasingly to light- 
weight shoes with featherweight 
soles for dress. Noteworthy, too, is a 
higher demand for pointed toes and 


80 


ing in popularity in the last few 
weeks. Increased interest is also 
being shown the 12/8 and 14/8 
heels by the teen and_ back-to- 
school set. 

One retailer said his customers 
have been insisting upon unbreak- 
able heels. 


Suedes Are Slow—Double needles 
continue to the trend in 
but there has been some interest in 
the better quality salons in triple 
needies. Several retailers expressed 
disappointment in suedes so far but 
agreed that unusually hot weather 
of long duration dissuades a cus- 
tomer from buying suedes early. 
Still another retailer had excep- 
tional response to an all-black pro- 
motion with shoes coordinated with 
black fall attire. The closed pump 
tad satin or peau de soie trim and 
retailed for $24.98. There was some 
activity in a black suede sling with 
mid-heel and satin trim at the same 
price. 


be toes 


Unlined, Mid-Heels 


casuals among men, 
once monopolized by young men. 

The popular retail price in the 
specialty stores doing a volume busi- 
ness is $10.95; but for some un- 
known reason, men balk when a fig- 
ure over $7.85 is asked for a work 
shoe. In dress shoes, men are show- 
ing more interest in the five to six 
eyelet styles. 


older styles 


Stresses Dress—One retailer of 
men’s shoes here has attributed the 
five per cent increase in his gross 
last year to his promotion of dress 
shoes when customers call for the 
novelty styles. His method is to 
point out the stronger construction 
of the $10.00 or $11.00 dress shoe 
to the customer, suggest the 
$5.99 novelty shoe as a second pair 
play shoe. 

There is a feeling among men’s 
wear people here that a _ lighter 
weight golf shoe would be widely 
accepted. Many customers inquire 
for a lighter and more flexible model 
they think more suitable, comfort- 
wise, for a day on the golf course. 


and 


Minneapolis Retailers 
Note Sales of Black 

MINNEAPOLIS — Most buyers 
and department managers of 
men’s shoes here said that business 
was “nip and tuck” during July 
with the greatest volume done in 
sale merchandise. Clearances of 
white and other summer styles have 
been very successful. 

As for casual shoes, the darker 
numbers were still selling very 
well. The white and lighter colored 
for the most part were 
out with other summer 


wo- 


casuals 
cleared 
shoes. 


Heat Hurts Sales—July generally 
was very hot, but one buyer pointed 
ovt that the hot weather came too 
late this June had 
cool and rainy and not conducive to 
summer shoe buying. A suburban 
store owner mentioned the decline 
of shoppers on Saturday during the 
summer. He pointed out that many 
families go on Friday 
night for the entire weekend. 

At the end of last month 
shoes began arriving and 
look forward to a good fall season. 
One specialty shop manager said 
that a few fall and calf- 
skins, mainly black in closed styles 
with a high 23/8 heel, already had 
started to move. 


season. been 


now away 
fall 


buyers 


suedes 


Men Interested — With the sum- 
mery weather, interest in men’s 
summer footwear perked up. Stores 
reported increased activity in nylon 
and ventilated Black and 
white combinations not 
good as expected and 
white were said to be no good at all. 

In men’s deer- 
skin and soft glove with 
cushion crepe soles as well as lei- 
sure-type loafers got the nod of 
male shoppers. Black and brown 
ran about 50-50 in preference. 


types. 
were aS 
brown and 
casual footwear 

leathers 


Men's Heels Rise — One men’s 
specialty store reported that 
ready there was some interest in 
the new higher heels and narrow 
pointed toes for fall, and the store’s 
shoe buyer had had a couple special 


al- 


styles made up to be featured the 
next season. 

Activity in children’s shoes was 
generally slack with an expected 
pickup in back-to-school shoes this 
month. Stores here look for 
other big year in nylon velvet. 


an- 
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New York City Shops 
Suffer Summer Ills 


NEW YORK—Shoe retailing in 
New York has been following the 
pattern that generally prevails at 
this time of the year. There have 
been slow selling periods followed 
by occasional spurts. In many cases, 
stores are winding up clearance 
sales and are making ready for the 
new 

Merchants have been holding 
back somewhat on their promotions 
in the stores and in the newspapers 
because they felt they could get 
more customer response after Aug. 
15. They anticipate a decided pick- 
up in business, starting with the 
transitional shoes and continuing 
along with the back-to-school and 
into early fall shoes. 

Men’s 
spotty. 


season. 


been 
about 


shoe selling has 
Clearance are 
through in most of the stores. 
Shelves have been cleared. Inven- 
tory is in good shape and merchants 
are looking forward to real accel- 
eration within the next week or two. 


sales 


For the most part, shoe retailers 
have made their figures for the first 
seven months of 1960. They are op- 
timistic that from here on in they 
will do as well and even show con- 
siderable increases over last year. 


Unlined Casuals Popular, 
Detroit Retailers Report 


DETROIT—Shoe retailers in all 
sections of the metropolitan Detroit 
area reported excellent July sales 
totals, averaging from 2 to 25 per 
cent over the same month a year 
ago. And although summer clear- 
ances accounted for the largest 
volume, regular stock moved 
at a gratifying rate. 


sales 


Advance buying of early fall 
styles has indicated a good season 
ahead. In women’s shoe depart- 
ments the most active fall patterns 
were unlined softie casuals. Little 
ties and boot styles on tapered-toe 
lasts were bought primarily by the 
high school and college set. “Wild 
honey” was the favorite color, fol- 
lowed by black and the other brown 
tones. 
were the volume 
leaders in summer clearance sales, 
with dressy whites selling well, 
particularly in suburban stores. 


Women’s shoes 
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Fall Inventories High at Milwaukee 


MILWAUKEE—Dealers here are 
preparing for a big fall season. In- 
ventories of fall merchandise in all 
categories are at a high level, re- 
flecting an optimistic outlook. 

Children’s footwear buyers are 
particularly enthused over pros- 
pects. Most of the back-to-school 
promotions are opening in mid- 
August with emphasis on black 
olive bucks for boys. Nylon velvets 
in both slipons and ties are ex- 
pected to favorites with the 
younger feminine school set. Deal- 
ers note a trend back to ties in 
girls’ footwear. 


be 


Ladies’ 
have 


Succeed — 
shoe 


Clearances 
mid-season 
been 
shoes 


clearances 
successful. Groups of play 
and white dress numbers 
were successfully moved at attrac- 
tive yet reasonable discounts by 
the end of July. 
Most of the shoe 


better ladies’ 


departments and salons claimed 
their July volume was as good or 
better than last year’s totals. 

Buyers also claimed their fall 
merchandise was being “nibbled at” 
earlier than usual. Early fall pur- 
chases showed a decided trend to 
the black and brown combination 
hues. Customers were favoring the 
mixed smooth and rough textured 
leathers and suedes in various color 
combinations. 


Black Is Challenged—Brown and 
suede calf are expected to be potent 
items this fall and winter—almost 
as strong as black, buyers claim. 

Consumers this fall are expected 
to continue to favor the very, very 
pointed toes and the ultra-slim 
heels. Stores specializing in con- 
servative ladies’ footwear styles 
claim that the bulk of their clien- 
tele has definitely succumbed to the 
needle fashions. 


Casual-itis Worries Southeastern Merchants 


ATLANTA — As stores waited 
patiently for the back-to-school busi- 
ness to start, there feeling 
among quite a few southeastern re- 
tailers that the summer has brought 
an unusual sort of business. 

Business has been fair, 


was a 


but the 





/ 


/ 


O. ded—Herbert Levine's now 


dinner pump he 


ter Powers 
* toe wore An vette ook nm 
Belen age Ten block mode 
th sit ribbon trim 37.95. exchaive 


in ow Show Selon. second floor 


em foo 


This fashion advertisement features a 

dinner pump with ribbon flowers on one 

shoe. It's offered in tan and black suede 
for fall. Houston (4 cols). 


predominance of casual business has 
left some operators a little con- 
cerned. With anywhere from 75 to 
80 per cent of sales in casuals, a lot 
of stores are wondering just what 
can be done to stimulate dress shoe 
during the late summer 
months. 


sales 


There used to be a time, said one 
merchant in South Georgia, when 
“women took pride in looking neatly 
dressed during the summer,” espe- 
cially at social events. Today’s wo- 
man comes to backyard cookouts in 
shorts and flats, and even at bridge 
parties she arrives wearing casuals. 

If this trend continues, the re- 
tailer said, and if shoe stores lose 
out on casual sales to self-service 
stores and supermarkets, the exclu- 
sive shoe store might as well close 
during August except for clear- 
ances. 

Another thing that has worried 
dealers this year has been the stop- 
page of men’s sports items, 
cially two-tones. In one small town, 
a dealer reported he did not buy one 
pair of two-tones this year. Yet he 
lost very few sales, because he had 
so few calls for them. 


espe- 
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Footwear in the Food Market: The Trend Is Growing 


Foods take up only half the space in this 73,000-sq.-ft. Food- 
land supermarket opened a few months ago in Seattle, Wash. 
Some 2000 sq. ft. of the remaining space is devoted to shoes, 
all in plain sight on display islands and piled high in push- 
All items are price-marked. Prices are in the low- 
to-medium category. Since most customers fit themselves and 


carts. 


officials say. This 


olmost all shop the assortment thoroughly before trying on 
any shoes, one salesperson can take core of three to four 
times as mony customers as in a service shoe store, store 
Foodland unif, 
reputed to be the largest supermarket west of the Mississippi. 
It serves the southeast districts of Seaftie. 


seventh in a@ chain, is 





NRMA’s Seymour Helfant Says: 


Cooperative Planning Can Save ‘Downtown’ 


SALEM, N. J.—“Downtown shop- 
ping’s losses to explosively growing 
roadside shopping centers, to other 
communities, discount houses and 
farmers’ markets can be stopped 
through the advance planning and 
cooperative community efforts of 
local retailers.” 

This advice came from Seymour 
Helfant, manager of the Smaller 
Stores division of the National Re- 
tail Merchants Assn. and author 
training series in Boot 
AND SHOE RECORDER. Mr. Helfant 
addressed the merchants’ division 
of the Greater Salem Chamber of 
Commerce. 

“Downtown merchants,” he 
“must not wait until shopping cen- 
ters and discount houses become 
realities. By that time it is too late. 
A favorable community image must 
be presented to customers so that 
their local shopping habits will be- 
come entrenched downtown.” 


of a sales 


said, 


Look to the Future—“Planning 


for downtown business centers 
should not be in terms of today’s 
good business,” Mr. Helfant added. 
“It should look 10 years to the fu- 
ture.” 

In facing the problem of 
town decline, a community must act 
unit, he No one 
can take the for 
prosperity. 

“Merchants must realize, through 
self-education, that they are on dis- 
play at all times,” Mr. Helfant cau- 
“Customers are constantly 


down- 


as a said. store 


credit downtown 


tioned. 
aware of their attitudes and react 
accordingly.” 


Eight-Point Checklist - 
for action in lieu of self-praise, Mr. 
Helfant said a community should 
ask itself eight 
complaining about a 
tomers: 

© How can we attract more cus- 


Calling 


questions before 


loss of cus- 


tomers? 
® What are we doing to attract 
more customers? 


© How offer 
vices? 


® How can we increase our over- 


can we more ser- 


all efficiency? 
© How 
check on 
looking for? 
© How 
“image” 
and in the store’ 
© How 
with our public relations? 


can we keep a_ better 


what our customers are 


create a better 
the community 


can we 
both in 


can we do a better job 


© How can we improve ourselves 
and become better merchants? 
“The Sey- 
the 


commu- 


answers,” 
mour Helfant, “will 
foundation for a 
nity program.” 


promised 
provide 
realistic 


Moving After Half a Century 

PORTLAND, ORE.—Knight Shoe 
Company, oldest shoe store in Ore- 
gon, will move out of Portland's 
Royal Building about October 31 af- 
ter 50 the 
The 63-year-old store is being moved 
to give clothing shop. 
Oscar Olman, Knight's 
staff in 1920 and has been the store’s 
owner since 1940, said he did not yet 
know where the firm would relocate. 


years in same location. 


Space to a 


who joined 
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NSI Tabloid Supplement 
Supplied to 1,500 Papers 
NEW YORK—The National Shoe 
Institute’s four-page supplement 
about fall and winter footwear has 
been furnished to 1,500 U. S. 
The tabloid-size 
illustrated with 26 pictures 
leading fashion photographers. 
The including 
porting mats and photos, is distrib- 
uted free of charge to newspapers. 
In addition, copies go to every U. S. 
shoe dealer, according to Harold 
Gessner, chairman of NSI’s board of 


news- 
section is 
from 


papers. 


supplement, sup- 


trustees. 


After 40 Years, High-Top 
Shoes Find 17 Customers 

LINCOLN, NEB. — High-top 
women’s shoes, which suddenly be- 
1920, came back into 
the limelight here this summer, and 
Schmidts’ Store at Val- 
paraiso, a small town near Lincoln, 
cashed in on the revival of the old 
style. 

The buttoned and laced foot fash- 
ions were sorely needed to give au- 
thenticity to the costumes worn by 
the cast of “Oklahoma,” which was 
being staged by local talent in Lin- 
coln's theater, Pinewood 
Bowl. 

sarbara Schmidt, a member of the 
chorus and great-granddaughter of 
the founder of the Valparaiso store, 
remembered seeing quite a few boxes 


came passe in 


General 


outdoor 


of the high-toppers stowed away in 
the stockroom of the store. She un- 
earthed the shoes and at the same 
time vindicated great-grandfather’s 
buying error in women's footwear. 
Seventeen pairs of brown and 
black high-topped, laced shoes were 
found in the Schmidt stock to fit 
members of the “Oklahoma” cast. 


Ohio Retail Consultant Named 

COLUMBUS, O.—The Ohic State 
of Retail Merchants has 
retained Fred A. Leaders of Dover, 
0. merchandising and 
consultant to some 2,200 smaller 
retail enterprises. He will concen- 
trate on member stores of the Ohio 
Shoe Retailers Assn., a newly or- 
ganized affiliate of the council. Mr. 
Leaders, a retired store manager 
for the J. C. Penney chain, will help 
with operating problems, sales 
techniques, advertising budgets, 


Council 


as a sales 
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mod- 
con- 


display arrangements, store 
ernization and merchandise 
trol. 


This Fitter Learned Fast 

CHICAGO—Shoemen who 
the importance of professional fitting 
may find the case of Donald Lawson 
somewhat disheartening. 
33, confessed he held up a shoe store, 
tied up the manager and three clerks. 
“When I came out of the back room,” 
he said, “customers were waiting. I 
had togell seven pairs of shoes be- 
fore I could get out of there.” 


stress 


Lawson, 


guished all 
ADAMS Shoes 
for 58 years. 


Inch Boot. Glove 
Quorter Lining — 
Ribbed Cushion 
Crepe Sole. Youths 
& Boys Sizes. 
9.95-10.95 Retail 


-it started with> 


PITYSFIELD, 


® Kornstein’s, in downtown Woon- 
socket, R. L, has expanded its 16- 
chair children’s and teenagers’ 
shoe department to a 30-chair op- 
eration including women’s foot- 
wear in the $6.98-$19.98 range. The 
department has been shifted to a 
different downstairs location and 
given street-floor atmosphere with 
genuine walnut walls, wall-to-wall 
carpeting, shadowboxes and a mod- 
ern color scheme. Sol Treistman, 
formerly with Thayer-McNeil, has 
been named manager succeeding 
Frank Peltier, retired. 


DAMS: 


The ADAMS BROTHERS “KAMPTRAMP” Shoe 
for active, growing Youths and Boys “wins 
in a walk”! The rugged, masculine styling 
and superb workmanship is typical o 

the built-in EXTRA VALUE 

which has distin- 


Style 6361 

BUTTERNUT— 

Moccasin Toe—Full 

Grain Glove Tanned 
Oxford. Glove 
leather Quarter Lining— 
Notural Ribbed Cushion 
Crepe Sole. Youths & 
Boys . 8.95-9.95 Retail. 


~KaMPTRAMP 


SHOE 


BUTTERNUT—Moccasin Toe— 
Full Grain Glove Tanned Six- 
leather 
Natural 


“JACK and JILL” —the First Name in Children’s Shoes! 


ADAMS BROTHERS. INC. 


NEW HAMPSHIRE 





Artists Insure Traffic During Renovation 


Artists work at their easels outside Geuting’s Ardmore, Pa., store while redecor- 
ation project goes on. Signs herald “The Geuting's Suburban Center of Art.” 


ARDMORE, PA.—A unique pro- 
motion scheme drew customers to a 
suburban unit of Geuting’s, a Phil- 
adelphia shoe chain, even while the 
inside and outside of the 
first floor were being completely 
renovated and redecorated in recent 
weeks. 

The Ardmore store sponsored an 
art show, contest and sale, and all 


store's 


the entries were painted right out- 
side the shop. The _ promotion 
proved a big attraction on the cul- 
ture-conscious Main Line outside 
Philadelphia. 

Geuting’s offered $1,500 in prizes, 
including $500 for the painting 
judged best in the show. Proceeds 
from the auction of the paintings, 
which was slated for the day the 


°*Nature’s Own’” 


with CONTOUR FIT 


... the ORIGINAL Straight Last Children's Shoe 


“Nature's Own,” the Contour Fit Shoe with the natural shape, fits the 


shape of the foot, still allowing for maximum freedom and proper fit. 


And—with "Nature's Own"'—the selling is easy! No prescriptions or doc- 


tor's recommendations required! Definitely not a ‘'specialty, 
. "Nature's Own" is created for ALL 


tion” or “problem-foot” shoe . . 


prescrip- 


healthy, active, growing feet and designed to keep them that way! 


Stock problems? Never! "Nature's Own," by Altschul, in a wide variety 


of size ranges and colors in stock . . 
and built-in support constructions. 


If you've never sold these outstanding shoes . . . 


. shipped immediately in both normal 


write today 


to see them. We'll both be glad you did! 


)uliue 


27RATTAN 


Foveemeo (ene 


CELEBRATING OVER & 
YEARS OF FAITHFUL SERVICE 


84 


A(foohul 


STREET « BROOKLYN 


vi oe a oe 


shop showed its complete new face, 
will go to a special project of a 
local art center which helped ar- 
range the contest. The money will 
benefit a fund to establish sculpture 
classes for the blind at the art cen- 
ter. 

Chicken-Wire Base Geuting’s 
built a wood frame around the store 
and mounted chicken wire on it, so 
that canvases could attached 
and hung. The Suburban Center of 
Arts of Lower Merion Township 
distributed applications to amateur 
artists, charging a $1 fee for each 
to insure that the applicant 
serious about competing. 

Artists worked at their easels 
outside the from 9 a.m. to 
11 p.m. daily, choosing the times 
most convenient to them. The store 
was open throughout the redecora- 
tion process. 

“Even if the store doesn't look so 
nice,” remarked Manager 
Snyder, “the paintings outside are 
pretty.” 


be 


was 


store 


Joseph 


Halfway 


contest, 


Forty Take Part 
through the three-week 
more than 40 artists were compet- 
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"lf Children Were Born With Shoes... 
They'd Be Wearing ‘Nature's Own'!" 
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ing and more were expected to sign | 


up before the competition closed. 

Geuting’s announced plans to buy 
the best painting, the one winning 
the $500 prize, and display it in the 
store permanently. 


Ripple Sole Preference 


Shown in Harvard Study 


DETROIT — Officials of Ripple 
Sole Corporation say a Harvard 
study has shown that consumers 
prefer Ripple Soles over other 
brands of flexible ribbed soling. 


The survey was conducted over 


a period of several months by the 
marketing department of the Har- 
vard University School of Business 
Administration. Concentrating on 
retail outlets, researchers sent an 
elaborate questionnaire to key re- 
tail areas. 

The study found Ripple Sole to 
be the most recommended brand in 
its field and to enjoy a higher con- 
sumer loyalty than its competitors. 
A preponderance of the retailers 
surveyed indicated a heavy volume 
of repeat sales, despite some objec- 
tions that ribbed soles carry dirt, 
are too bulky and squeak. 

The Harvard report recommended 
“more and better national adver- 
tising” and a lightening of the unit 
weight of the sole. Ripple Sole offi- 
ciais say both ideas are in the plan- 
ning stage. 


Seminar on Shoe Fitting 
To Be Given in New York 

NEW YORK—A 10-week seminar 
in Shoe Fitting and Salesmanship, 
conducted by Seymour Helfant, man- 
ager of the Smaller Stores division 
of the National Retail Merchants 
Assn., will be repeated starting Sept. 
ai; 

Classes will be held Wednesday 
evenings from 7 to 10 in the NRMA 
board room, 100 West 31st St., New 
York City. According to Mr. Hel- 
fant, a previous series of classes 
won praise from shoemen ranging 
from beginners to 30-year veterans. 

The work is divided into seven ma- 
jor sections: general foot structure, 
study of leather, shoe construction, 
accepted measuring techniques, cor- 
rect fitting, recognized selling tech- 
niques and handling of adjustments 
and complaints. An optional session 
will cover retail control. 
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Why do some 
DANCEWEAR 
departments keep 
GROWING? 


If your own store is one of them with 
Dancewear sales and profits sharply 
upwards, you know the secret that 
makes Leo retailers do so well. 


The whole secret is 
CONCENTRATION 


It's just that simple. One concentrated 
source that can fill all your customer's 
needs completely, happily, immediately, 
from Dance Shoes to Leotards... 
LEO’S. One nationally advertised Line 
designed by specialists with a long 
record of “firsts” .. . LEO'S, custom 
maker to the dance (the place the dance 
world takes its troubles to.) 

Concentration pays offin other ways 
for retailers with a yen to grow. Phone 
the local dance teachers because 
they're your best salespeople. More 
teachers choose Leo's than any other 
brand. 

Just let them know you're concen- 
trating on their favorite shoes and 
dancewear and watch them send their 
pupils to your store by the hundreds. 


Small Investment 
Fast Turnover 


Your capital is not tied up in large 
inventories. For a small investment— 
less than $125.00—you can have a basic 
stock of the country's top line of Ballets. 
You get Same-Day Shipment on almost 
anything-you-need in Leo's ‘‘Toe- 
Shoes-to-Leotards” Catalog. Last but 
not least, you can concentrate on pro- 
moting your store as"’Dancers' Haven.” 


’ ® DEPT. BR-86 


ADVANCE THEATRICAL CO. 





WANT TO SEE 
FOR YOURSELF? 


SEND FOR 

our Basic Stock 
Plan and your free } 
copy of the new Leo | 
Dancewear Catalog 


Your Selling Edge 
’ 
So 
‘HIDDEN 
STITCH’: 


Ballet 
Shoes 


You can only grow out of them— 
you Can't wear them out! 


Another “first” to give your Dancewear 
Department the edge and make it grow. 
The stitches are buried for “long dis- 
tance" wear just like custom made 
turn shoes. They never touch the floor 
—you can only grow out of them—you 
can't wear them out! Black, White, 
Pink, Red in stock at one low price. 

Ask your nearest dance teacher about 
Leo's “Hidden Stitch” soft toe ballets 
... or write for full details. 


32 West Randolph Street, Chicago 1, Illinois 


“custom maker to the dance since 1924"’ 








for shoe hls) 


| LEADING 
MANUFACTURERS* 


4 i wa 
C YEOLAE. 


THE BORG-WARNER PLASTIC 
THAT IS TOUGH, HARD AND RIGID 


4 


‘ 
> 


jy 


Shoe industry leaders have too much 
at stake to risk using a material they 4 
can’t trust. These leaders—and many 
others in the industry —are now Using 
Cyco.ac for the tall and thin women’s 
shoe heels that fashion has decréed. 

CycoLac—the ABS plastic from, 
Borg-Warner—is being used by more 
and more manufacturers because it 
offers maximum resistance to flexural 
fatigue failure. It also resists shock 
and heat distortion, thus practically 
eliminating breakage. 

If you are not now using CycoLac 
write today for information on this 
superior shoe heel material —the plas- 
tic that is setting new standards for 
women’s shoe heels. 


*Names On Request 


MARBON CHEMICAL oven BORG-WARNER 


WASHINGTON WEst vVieGinia 





Pegboard Shoe Salesman 


A PEGBOARD panel, edged in blonde wood to match 
the fixtures and woodwork of the men’s shoe depart- 
ment at Magee’s, Lincoln, Neb., has helped boost year- 


Eye-level pegboard panel display brings impuise sales. 


round sales of men’s slippers, reports Tom Crawford, 
buyer. 

The panel, mounted on upright rods at eye level, also 
serves as a semi-divider between the men’s and women’s 
footwear sections. Everyone entering the department 
sees the panel display and numerous impulse sales re- 
sult. It is especially effective around Christmas and 
Father's Day, Mr. Crawford said. 

Sales of seasonal footwear lines have been helped, 
too, by spotting various styles on the panel. 


Free Gifts Sell More Shoes 
WANT to attract the children? Try a wishing well. 
The wishing well is a feature of Calhoun’s Shoes, a 
family shoe store, 
at the Five Points ' 
West Shopping 
Center, Birming- 
ham, Ala. 
The wishing well 
is filled with a va- 
riety of toys and 
souvenirs. One 
gift is given to the 
young customer for 
each pair of shoes 
she buys. The well 
is a big attraction 
with the children 
and is probably re- 
sponsible for re- 
peat business. 
Calhoun’s Shoes 
is operated by ‘ 
James F. Calhoun, Calhoun's wishing well 
a son of W. F. attracts the children. 
Calhoun, who operates a store with the same name in 
Homewood, a suburb of Birmingham. 
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Catering to Miss America 


¢ ad 


¢ 


Young Miss America enjoys hearing her favorite singers on 
hi-fi and Vorhes Shoe Store, Southgate Shopping Center, 
Colorado Springs, Colo., lets her listen to them while shopping 
for her shoes. At Vorhes, the school and career girl can shop 
in the Miss America Shop which is set off from the rest of the 
store by iron grillwork, latticed railings and plantings. Add- 
ing to the decor of the shop are colored pennants and record 
albums. The shop is decorated predominently in flamingo. 





Put a Patio in the Window 


WINDOW TREATMENT which looks outdoorsy of- 
ten displays women’s casuals effectively. Here’s an idea 
for the floor of the window. Cut wallboard sheeting 
into free form flagstones, each measuring 12-15 inches 
across. Paint them pastel aqua or apple green. Ar- 
range in patio effect in window. Sprinkle colored peb- 
bles between and around each flagstone. Display pairs 
on this easy, thrifty “patio.” 


Shoes in a Shopping Cart 

THE SUPERMARKET wheeled cart has come to be 
a symbol of suburban shopping. One outlying St. Louis 
store (Klick Shoes, Brentwood Square Shopping Cen- 
ter) uses one of the carts to hold imported thongs. 
Men's pairs occupy the bottom level of the cart. 
Women’s pairs are binned in the top, with the “baby 
seat” section used for very small sizes. The thongs 
are not separated or arranged, except by category. 





Inexpensive Display Sells Handbags 


This bag display at 
Innes, Sherman Oaks, 
Colif., was directly 
in line with custom- 
ers entering the 
store. If was taste- 
fully arranged and 
showed the bags off 
to advantage. The 
store manager said 
the display pulled 
well and he was 
more than satisfied 
with the sales that 
resulted. The idea 
would be easily 
adapted to almost 
any store with a 
solid wall or parti- 
tion. The cost? Prac- 
tically nothing. The 
central figures could 
be varied for year- 
round appeol. 
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CAUG 


This “‘worker’’ 
has been 
dipping into 
your profits! 


Hook 
4/} f 


Hand written prices are often hard to 
read—lead to sales at the wrong prices, mis- 
understandings, unhappy customers. The 
easier way is the better way: Dial informa- 
tion in seconds and price-mark pressure 
sensitive Senso labels, string tags, ete. with 
a Monarch Price-Marking Machine! The 
money you save will be your own! 


Just ‘dial’ needed infor- 
mation. No type to set. 
Prints from inexpen- 
sive, long-lasting, 
ingenious bands 

of rubber. 


FIRM NAME 


H6 EXF 


Wy MONARCH Marking System Co. 


216 South Torrence St., Dayton 3, Ohio BSR860 

1 am interested in a Monarch Model 20 Dial-A-Pricer price- 

marking machine. Send me information on it—without obligation. 
Name _ 


Title 


es 





Department Stores’ Sales 
Increased 642% Last Year 

NEW YORK—Last year was a 
good one for U. S. department stores. 
Their total sales rose 6% per cent 
over 1958. As expected, branch 
stores made the greatest advances 
in sales. 

These facts are reported by the 
Controllers’ Congress of the Na- 
tional Retail Merchants Assn. in the 
new edition of “Departmental Mer- 
chandising and Operating Results.” 


VENTI-MESHR 


Among departmental sales leaders 
were the inexpensive lines of wo- 
men’s and misses’ shoes, with a 14 
in branches and 
ll per cent gain in downtown 


per cent increase 
an 


stores. 


Noted in the NRMA report was a 
stabilization in 
downtown retailing. Main store sales 


tendency toward 


showed a 3 per cent increase. 


Biggest selling day in 1959 for 
department stores was the Monday 
The Thanksgiv- 


accounted 


before Christmas. 


ing-to-Christmas period 


Headline News 
in Duty Shoes... 
Terrific, New 


Treadeasy 


TECHNICIANS 


All styles in-stock. 
Your low, low cost — 
ONLY $5.60 to $7.25 


Already scooping the big 10,000,000 pair Professional 


Women’s market, these terrific, new d 


uty shoes were a 


sure-fire success even before they left the production lines. Based on 
unbeatable Treadeasy lasts and priced for fast sales and good profit, 
all six of the new light-stepping “TECHNICIANS” offer 


ALL THESE IMPORTANT EXTRA COMFORT FEATURES... 
(features that nurses by the hundred told us they wanted:) 


Y VENTI-MESH® — exciusive ‘‘air-cooler”’ that circulates 


air to keep feet cool an 


d dry and leather pliable. 


LONG INSIDE COUNTER 


MOULDED LEATHER 
CUSHION BOTTOM 
SUPER SHANKS 
ANCHOR EYELET 


“COOKIE” 
FILLER 


Get your share of this big 10,000,000 pair market. 


Send for catalog and Sales Aids 


... TODAY! 


P. W. MINOR & SON, INC. 


New York City Sales Office: 946 Marbridge Bldg. 


Batavia, N. Y. 


for 17 per cent of the year’s busi- 
ness. Saturday is still the biggest 
day in the week, but stores that 
remain open late show a comparable 
volume for those days. 

In the category of advertising, the 
survey found that Sunday news- 
papers have captured a fourth of 
retail linage. Wednesday afternoon- 
Thursday morning papers come next 
with 18.7 per cent. 

The study is based on reports 
from 503 department, specialty and 
branch stores with a combined vol- 
ume of $4' billion. 


Patch Saddle Promotion 
Pulls Many Early Orders 


DENVER—Fontius Shoe Co. was 
the first in this area to promote and 
advertise in mid-summer the new- 
est patch saddle. 

Windows in Fontius 
stores featured the shoe and a four- 
column ad showed a picture of one 
shoe with the headline, “Fontius 
First with the Newest Patch Saddle 

.. at all stores... $6.95.” A teen- 
ager was shown holding the shoe 
with copy at the side stating,” the 
’teen rage!” “This saddle 
has everything,” the copy contin- 
“Novelty in the 
patches ‘teen walking 
fort in the ridged crepe sole 
all in your favorite saddle oxford! 
White calf with black and gray... 
and fall-new black nylon velvet 
with patches in calf and patent.” 
spokesmen the ad 
pulled many early orders for the 


several 


latest 
ued, contrasting 
com- 


Store said 


shoes. 


Crown Grows to 50 Units 

CHICAGO Crown Self-Service 
Stores, Inc., this month is opening 
10 additional units, raising its grand 
total to 50. President Robert L. Wolf 
said more units are being opened 
during August than in any previous 
month in the chain’s 3%%-year his- 
tory. The chain is concentrated in 
major midwestern cities. 


Buffalo Retailers’ Outing 


BUFFALO, N. Y. A summer 
outing for members of the Buffalo 
Shoe Retailers Assn. was scheduled 
for Aug. 17 at the summer home of 
Oliver La Reau near Crescent Beach, 
Ont. 
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e Deaths 
William H. Rueping, Jr., 


Executive of Leather Firm 


FOND DU LAC, WIS.—William 
H. Rueping, Jr., 53, vice-president 
of Fred Rueping Leather Co., died 
last month after a long illness. 

Mr. Rueping had held the execu- 
tive post 1946. Earlier, he 
had studied tannery operations in 
Europe. He spent several years in 
Germany, studying under the head 
of the leather division of I. G. 
Farben Industries. Six months of 
training followed at the Freiburg 
Leather Institute in Czechoslovakia 
and several tanneries in that coun- 
cry. 

Mr. Rueping’s background also 
included a year’s study of leather 
tanning techniques at the Babson 
Institute 


since 


in Massachusetts. 


IRA H. MORSE, 85, president of 
I. H. Morse Shoe Stores, Inc., died 
July 20 Plymouth, N. H. The 
company eight stores in 
New England with headquarters in 
Lowell, Mass. Mr. Morse was also 
known the Northeast big- 
hunter. His trophies are 
Morse Museum, War- 


in 
operates 


in as a 
came 
housed in the 
ren, N. H. 

CHRIST A. ZOES, 84, founder of 
the C. A. Zoes Mfg. Co., Chicago, 
a maker of leather and shoe dyes 
and dressings, died July 25. He had 
founded the company in 1907. He 
retired a few years ago but retained 
the post of chairman. His son Paul, 
succeeded him as 


who survives, 


president. 


RAY E. JOBE, 553, of 
the leather division of Brown 
Shoe Company, died of lung cancer 
July 21 in St. Louis. Mr. had 
with the division of 
37 years with Brown. 


manager 


sole 


Jobe h 
for all 


been 
his 


LEON G. SAMUEL, 82, retired 
shoe store operator and the last of 
three brothers who for many years 
operated a in Gretna, La., 
died recently after a long illness. 


store 


FRANK C. DUFLO, 72, owner 
and operator of the John Gleason 
shoe store in Lowville, N. Y., for 26 
vears before his retirement in 1952, 
died July 23. 
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e Financial 


Dividends... 


Shoe Corporation of America, 
Columbus, O.: quarterly dividend of 
30 cents per share on common stock, 
payable September 15 to stockhold- 
ers of record August 19. A stock 
dividend of 40 per cent on the com- 
mon shares was also declared. 

Crown Self-Service Stores, Inc., 
Chicago: first regular dividend. 5 
cents per share, payable September 


15 to stockholders of record Sep- 


tember 1. Benjamin Weinberg, 
board chairman, and Robert L. 
Wolf, president, said “future divi- 
dens and their rate, whether quar- 
terly or otherwise, will be declared 
at the discretion of the board of 
directors and will be dependent 
upon the continued accelerated 
earnings.” (Crown stock was first 
issued in June 1959.) 

A. 8S. Beck Shoe Corporation, New 
York: quarterly dividend of 15 cents 
per share on common stock, payable 
August 15 to shareho!ders of record 
August 5. 
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men’s shoes give you the right 


QUALITY * PRICE - DELIVERY! 


When you get the right quality, price and 


NEW SLEEVE- 

GORE slip on 

pattern for the 

utmost in com- 

fort and style. 

Black upper 

leather, plain toe 

with a CREST ORNA- 

MENT over instep, 

leather quarter lining 

with NON-SLIP COUNTER 
POCKET, drill vamp lining, 
steel arch, nuclear outsole, 
rubber heel, on our No. 15 
Combination last. IN-STOCK to 
retail profitably at $10.95-$11.95 


WRITE TODAY 


for the name of your near- 

est Shaw distributor, 

our new ponty ser catalog, 
our complete line 

of men’s casual, dress, 

work and comfort shoes. 


| “Oven 38 Yen of 


delivery on your men’s shoes, your profits 
are assured — and Shaw does just 
that! In addition, Shaw's unique 
Trade Builder way of supplying 
you with overnight service 

from the over 60 Shaw dis- 

tributors in every section 

of the country, keeps 

your inventories low 

and your profits 

high— WITH 

SHOES WHEN 

YOU WANT 

THEM! 


NATIONALLY ADVERTISED 


LOOk Banas 


Outdoor Life: 
Quabity Shoemaking® 


~ SHAW, Inc., Coldwater, Michigan 


ae 





Shoe Shows 





75% of Buying Power Attends NSF 


CHICAGO—How big a share of 
the country’s retail shoe business is 
represented by the crowds at the 
National Shoe Fair? 

More than three-fourths, reports 
the Shoe Fair Committee after a 
survey of the “shoe-buying power” 
at the fair. That is, the 10,000 re- 
tailers and buyers on hand repre- 
sent 75 per cent of the total whole- 
sale shoe buying potential, and also 
75 per cent of U. S. retail shoe sales. 

In its statistic-heavy report, the 
NSF Committee said the total 
known attendance at the Shoe Fair 
is between 16,000 and 17,000 per- 


sons. 


Attendance Breakdown Actual 
registration of buyers and retailers 
is reported to be over 7,000. A “con- 
servative estimate” of non-regis- 
tered buyers adds another 3,000 to 
4,000, bringing the retail total to 
over 10,000. Meanwhile the 800-odd 
exhibiting manufacturers, their ex- 
and staffs account 
more. And stylists, tan- 
allied trades representatives, 


ecutives sales 
for 5.000 
ners, 
fereign shoe manufacturers and ex- 
ecutives account for a final 1,000. 

According to the Shoe Fair Com- 
mittee, the retailers and buyers at 
the Chicago event represent about 
29,000 shoe stores and departments. 
These units in turn account for 
about $1.65 billion of the industry’s 
annual total of $2.2 billion in fac- 
tory shipments. 


THAT’S SNUGGINS... 
the soft look, the soft feel, 
exquisitely styled for the young set 


Sp 


In terms of shoe sales at retail, 
the same stores and departmenis 
represent about $3.3 billion out of a 
total of $4.4 billion. 


Sales Pattern—The committee re- 
port noted that the pattern of sales 
in the retail shoe business is much 
like that in the shoe manufacturing 
industry. Of a total of 900 manu- 
facturers, the top 70 
cent) account for 54 
production and sales. The top 300 
(or one-third for 
than 80 per cent of the total volume 

In shoe retailing, the total num- 
ber of outlets is estimated at 67,000. 
Sut 30,000 of these account 
estimated 80 per cent or more of 
sales. The NSF committee says, on 
the basis of its study as well as a 
check of Shoe Fair 
lists, that “the very large majority” 
of the 30,000 attend the Chicago 
fair. 


(or 7.7 per 


per cent of 


account more 


for an 


registration 


The Shoe Fair’s veteran general 
manager, George Gayou, says these 
statistics “confirm a top-quality at- 
tendance in terms of the enormous 
shoe buying potential represented.” 

The fair is slated for Oct. 23-26. 


. . . 
Newsletters, Tabloid Paper 
To Promote the Shoe Fair 


THREE monthly newsletters and 
an eight-page, tabloid-size newspa- 
per will be mailed to 30,000 shoe 


Slippers 


retailers in advance of the National 
Shoe Fair. 

The four-page letters will go out 
on a monthly basis during August, 
September and October, NSF offi- 
cials said. They'll contain not only 
Shoe Fair and 
also data about shoe 


news about events 
activities but 
business trends which will interest 
retailers. 

The illustrated tabloid newspaper 
“all major 
related to the 


include 


is intended to cover 
points of interest 
Shoe Fair.” It 
stories on spring styles, 


will also 


and mer- 


chandising and sales developments. 


Shoe Women Executives 
Plan Miami Beach Fete 
NEW YORK “Pale 
Love” the fashion 
a presentation by Shoe Women Exec- 
utives at a cocktail party during the 
Miami Beach Shoe Show. Eleanor 
Stewart, buyer of 
shoes at Lord and Taylor, and Bette 
Taicher of Pan American Modes are 
co-chairmen of this 
will be held at the Deauville 
in Miami Beach, Sept. 25 


6 and 8 p.m 


Feet We 


will be theme of 


casual and play 


which 
Hotel 


between 


event, 


manufacturers 
asked 
sending one “pale 
These 
the 


Representative 


across the country have been 
to cooperate by 
from 


the 


shoes 


fash- 


shoe” each line 


will form nucleus of 
ion presentation. 

Tickets 
from Shoe Women Executives, 1 
West 34th St., New York. They may 
also be obtained at the door 

The is scheduled for Sept. 
25-28. 


(at $6 each) are available 


show 


WELLCO SHOE CORP. Waynesville, North Carolina 


NOHEL Manufacturing Corp., 50 ALEPPO St. 


PROVIDENCE, RHODE ISLAND 
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What's New 


Polka Dots and Nylon Velvet 


An innovation in ladies’ boot styles is 
this one with vamp of gold Melotouch 
leather, the top of black nylon velvet 
with gold polka dots sewn in. The manu- 
facterer, Justin Boot Co., Fort Worth, 
Tex., says the velvet is durable and is 
washable with soap and water. The 
boots are being made in many combi- 
netions for both women and children. 





Gilbert Freeman Markets 
Straw-Type Nylon Fabric 
A STRAW-LIKE fabric 
from a new type of 
imported from Europe 
introduced by Gilbert Freeman, Inc., 
Boston. The fabric is called Jamaica 
Nylon Straw. 
The new yarn, 


woven 
nylon yarn 


has been 


created over a year 
ago, is said to have “the dimensions 
and of the straw yarns 
previously used in weaving, but none 
of the deficiencies of the natural 
fiber.” It is durable, long-wearing 
and washable with soap and water, 
a Freeman spokesman reported. 

The new is available in a 
wide range of fashion colors, includ- 
ing both the neutrals and the 
more promotional shades. 


texture 


fabric 


new 


Cork-Cellulose Compound 


Jsed in Innersole Material 
A MAKER of innersole and sock- 
lining materials, Bonded Fibers, 
Inc., of Buena Vista, Va., has in- 
troduced a cork-substance material 
made from a compound of cork and 
high alpha cellulose. The product, 
called Korktex, is reported finding 
acceptance among women’s 
manufacturers using the 
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shoe | 
cement | 


process. It is being tested by several] 
producers of men’s cement-process 
casuals. 

Said to be particularly lightweight 
and flexible, the material is hygeni- 
cally finished to retard perspiration 
odors and inhibit the growth of bac- 
teria, fungi, mold or mildew. 

In the manufacturing 
Korktex is wet web impregnated— 
it is impregnated after the web is 
formed but before it is dried. This 
method is said to result in a stronger 
material with more 


process, 


snap.” 


ae: 


Write for catalog 
and name of nearest 
representative. 


ST. LOVIS SALES OFFICE: 
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NEW MARKET, 
NEW HAMPSHIRE 


Vessel! 


corel 


Suite 700, 503 N. 12th St., 


Toe Material for Flatties 


THE Bixby Box Toe Co. has de- 
veloped a new box toe material for 
use on flatties with double, triple 
and quadruple toe shapes. Known 
as 12 P. S., this is a thermoplastic 
laminated material on a Pellon base. 
According to Woody Foss, sales 
manager of the Haverhill, Mass., 
firm, it is extremely flexible, light in 
weight and its use eliminates the 
shadow around the toe which often 
results from the use of heavier ma- 
terial. 


i 
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SETTING A NEW 
RECORD 
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St. Louis, Mo. 





e Retail Openings 


Armishaw’s Concentrates on Shoppin g Center 


“WE FEEL the core of Port- 
land’s downtown shopping district 
will lose to the new Lloyd Center.” 

So says L. M. (Phil) Phillips, 
who heads Armishaw’s three stores 
in Portland, Ore., in discussing his 
company’s move into the newly fin- 
ished Lloyd Shopping Center. 
Armishaw’s, which began over 40 
years ago with men’s lines only 
and later added women’s and chil- 
dren’s shoes, wil] handle all three 
categories at the new store. But 
after Sept. 1 the downtown store 
(at S. W. Park Ave. and Alder St.) 
will sell only men’s shoes and ac- 
cessories. 


Appeal to Women — The Lloyd 
Center store, with 8,170 sq. ft. of 
floor space, opened Aug. 1. Mr. 
Phillips said Armishaw’s top man- 
agement has concluded that most 
Portland women, especially those 
with small children, will prefer the 
convenience of the shopping center 


makes 
the best 
of your 
shoes 


Wherever — however you use fibre board, meet 
your needs with the specialized products of 
National Shoe Board Conference members. 


MAINTAIN YOUR QUALITY STANDARDS WITH NSB 


92 


—all under one roof—to walking 
the downtown streets in wet 
weather. 

The new shop has a wood-pan- 
eled section, “The Paddock,” for 
men’s shoes; a “Fireside Salon,” 
featuring a large open fireplace 
and an accessory bar, for women, 
and a “Rumpus Room,” with a cir- 
cus motif for children. 


Additional Brands— According 
to Mr. Phillips, national brands not 
formerly carried are being added 
at the new store. 

To mark the opening, the firm 
awarded shoe wardrobes to four of 
the visitors who registered. From 
the registrations, the company ex- 
pected to compile a mailing list of 
between 10,000 and 15,000 names, 
Mr. Phillips said. 

Manager of the new unit is Jack 
Richardson. He formerly held the 
same post at Armishaw's down- 
town store. 


Taymor Shoe Company in down- 
town Providence, R. 1., has doubled 
its size by moving into a higher- 
rent, higher-traffic location at 136 
Westminster St. This men’s and 
young men’s store has 12 chairs 
and features branded footwear in 
the $6.95-$24.95 range. Al Sentler 
is Manager. 

om . . 

Bryan's Boot Shop, newly opened 
in West Hartford, Conn., specializes 
in men’s lines. Chappie Vendetti is 
manager. 


The Triangle Shoe Store in Endi- 
cott, N. Y., which replaces Kay's 
Self-Service Shoe Store, 
broader and higher-price selection 
than the self-service unit. 
include a modern decor, a new dis- 
play fixture emphasizing the men’s 
line, new shelving and lighting. The 
store front the same. Philip 
D. Baker has been named manager. 
He managed Triangle stores in 
nearby Binghamton for 23 
before being hospitalized for many 
months. 


offers a 


Changes 


stays 


years 
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Sole U.S. Importer, P.O. Box 1493, Milwaukee 1, Wis. 
SOUTHWEST DISTRIBUTOR 


Leiber Leather Co 
Southern Leather 


"PERSUEDE’ 


NEW MONEY MAKER 
DRY CLEANER FOR SUEDE 
LEATHER SHOES AND APPAREL 


Amating new product cleans and re- 
stores the nap and color of al! sede 
leather. Simply rub it on ond the 
job is done with Persuede 


This product hos won the immediote 
respect of virtually all finders in the 
U. S. morket. Available in 12 fashion 
able colors 


M. W. YEARSLEY CORP. 


818 Nerth Breadway. St. Lewis 2, Me. Div of 


Memphis, Tenn 














To All Shoe Tracelers 


“Salesmen on the Road,” a page for and about the 
traveling man, has returned to the Recorper. It con- 
tains news and sidelights about travelers’ organizations 
as well as the individual salesman and his accomplish- 
ments, on and off the road. 


It’s the traveling man’s own page, and the Recorper 
depends on the traveler to keep up a steady flow of 
news. If you have a news item, write to: 


MRS. VIVIAN ANDERSON 
SALESMEN ON THE ROAD DEPT. 
995 LOMBARDI LANE 

LAKEWwoop 15, COLo. 
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Whites Get Prominence 
In Pasadena Department 


A DISPLAY of professional white 
shoes, grouped with white hosiery 
and white polish, is a feature of the 
newly redecorated family shoe de- 
partment at Hertel-Barnett’s De- 
partment Store, Pasadena, Calif. 
The department's emphasis on year- 
round white footwear is a coordi- 
nated effort with the uniform de- 
partment elsewhere in the store. 

Modern display is accented in the 
department, according to Manager 
Arnold H. Batavia. He takes over 
the concession for Foster Shoes, 
which operates nine leased depart- 
ments throughouc California. 
Others are in Carpenter's Depart- 
ment Store, Arlington; Dunlap’s 
Department Stores in Modesto, San 
Pearo, Redondo Beach, El Cajon 
and Stockton, and Manny’s Depart- 
ment Store, El Monte. Another 
opens this month in Dunlap’s De- 
partment Store, Bakersfield, Mr. 
Batavia said. 

The 19-chair Hertel’s department 
has a color scheme of beige and 
gray with furniture accessories in 
black wrought iron and blond wood. 
There are 640 sq. ft. of selling space 
und 480 sq. ft. of covered stock. 


Herbert Cox Shoes, Inc., which 
makes a specialty of personalized 
fitting for the family, has moved 
sixth-floor location in the 
tidg., Little Rock, Ark., to 
larger quarters on the ground floor 
at 207 W. Capitol Ave. Eric Frank- 
general manager, said the new 
will be more convenient for 
The Cox firm has also 
the Park Plaza 
Shopping Center for a store spe- 
cializing in juvenile footwear. 


irom a 
Boy le 


en, 
site 
customers. 


leased space in 


The King’s department store or- 
ganization of Baltimore has taken 
over the location formerly occu- 
pied by W. H. Belk Company in 
the Broadview Shopping Center, 
Atlanta. King’s has installed a 
large stock of casuals and 
shoes for men and women, with 
the department situated in the 
same part of the store that Belk 
used for footwear. The Belk op- 
eration began as self-service but 
later switched to service-type re- 
tailing. 


dress 
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Shoe Supermarket, a new outlet 
in Greenville, S. C., will maintain a 
stock of 14,000 pairs, all American- 
made. The 6,000-sq.-ft. mart will 
operate on a discount basis. Man- 
ager is Arthur M. Byrd, who previ- 
ously held a similar post at Merrit 
Shoe Store in Greenville for 28 
years. 

co +. - 

Robinson Shoe Store, Inc., a new 
family store at 225 Prairie Ave., 
Providence, R. I., is owned by Alvin 
Weinstein. He was formerly assis- 
tant manager of Kinney stores in 
Rhode Island and Massachusetts. 

© « 2 

Murray’s Shoes, a _ family-type 
store in Detroit’s northwestern sub- 
urb of Warren, Mich., is operated 
by Morris Fine. He had a store of 
the same name on Detroit's 
side, until he sold out two years ago. 

7 . . 

The Thom McAn chain this month 

is opening what it calls the first 


east 


drive-in shoe stores in the Upper 


Midwest, at suburban Roseville and 
Maplewood, Minn., near St. 
The chain has units in Minneapolis, 


St. Paul and Duluth, Minn. The 


Paul. 


new stores will be the first in the 
Twin Cities’ suburbs. 

The drive-in units each will have 
7,200 sq. ft. of floor space, with 
parking area for more than 50 cars. 
While the other three Minnesota 
units concentrate on men’s shoes, 
the new stores will be family opera- 
tions. 

* . . 

Tradehome Shoe Stores, Inc., this 
month is opening a modern store in 
Appleton, Wis., after signing a 
long-term lease and remodeling the 
store. Al Mains, president, said the 
new unit is part of an expansion 
program. 





BALLET SLIPPERS 


(Pointed or Biunt) 


ACROBATIC SANDALS 


See tiem ali but look us up for Ballets 
and Sandals. All sizes and colors avail- 
able, also men’s sizes in the Sandals. 
Samples on requcst. (Est. 1945 


HOLLYWOOD PRODUCTS, INC. 


COLUMBUS 16, O. (Factory) 











You can Sell More Pairs uppered with 


16 oh feF OFF 


because White Shoe Care 
is EASY with  , Mh 
PLE 


"ett ne 
sa, Poets eaeg! 
Khe * en "ne, & 


| WHITE SHOE LEATHER 


Rleenet te | 


Merchandising Tags 
for Kleenette 
Uppered Shoes . . . 


Write for Samples 
A.H.Ross & Sons Co. 


Chicago 22, Ihinonw 





Cash Registers 
dance 
with 


GODING 


Whether he rides the range, or just 
likes to show a well-shod pair 
of heels at the square dance, your 
customer will go for the trim com- 
fort and authentic western style of 
the new Goding Gaiter Boot. 


This Goding Gaiter is designed for 
comfort as well as striking appear- 
ance. Elastic goring at the sides 
insures snug fit at the ankles. 
Turftan leather and Goding crafts- 
manship combine to give long 
wear. It is carried in stock in men’s 
sizes 6 to 12 inclusive, and priced to 
move in quantity — with a full mark- 
up to you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 


SARY: Sally 


¢ About Shoe People 


MRS. TAYLOR’S ANNIVER- 
Felton, in charge of 
the Boston office of the E. E. Taylor 
Corp., currently is celebrating her 
47th anniversary with the company. 
This means taking her usual intelli- 
gent care of inquiries and other 
business letters which keep pour- 
ing in from all over the map. In ad- 
dition to these duties she carries 
on personal correspondence with 
scores of the country’s top-flight 
professional athletes who have 
bought their shoes from her for 
years. Her nickname? Mrs. 
of course. 


Taylor, 


RETAIL MANAGERS: Daniel 
Willey, with Endicott Johnson Corp 
since 1952, is now managing a 
Schenectady, N. Y., unit... George 
Anderson has been named to man- 
age a National Shoes unit in 
Schenectady, Charles 
Gregory, who moves to an Allen- 
town, Pa., National store ... In 
Hattiesburg, Miss., Louis Whitting- 
ton has been appointed manager of 
the men’s, women’s and children’s 
shoe department at Waldorf On 
Pine . . . Claud Kirkman, Jr., for- 
merly manager of the Kirkman Shoe 
in High Point, N. C., 
manager-buyer for the wo- 


Sut ceeding 


store has be- 
come 
men’s and children’s shoe depart- 
ments of the Ivey-Taylor Co., 
Raleigh, N. C. 
. o a 

MORE APPOINTMENTS: 
tave Johnson has been appointed 
manager of the shoe department at 
Stevenson’s, a Minneapolis women’s 
specialty store. Formerly with the 
Shoe Box, Minneapolis, he replaces 
Joseph Ziton, who resigned... . Al- 
bert R. Schwarz has been named 
merchandise manager of Titche’s 
budget basement in Dallas but will 


Gus- 


J FREE, BOOKLET! 
“How neh ot a Fabric Shoes” 

& BARRON CO. 

ky 166 Valle Valley St., Providence, R. |. 


continue to merchandise upstairs 

shoes. Before joining the Texas 

firm three years ago, Mr. Schwarz 

merchandised shoes and accesso- 

ries at Pomeroy’s, Harrisburg, Pa. 

a - 7 

NOW THEY'RE 

George M. Newcomb, 

Newcomb’s Foot-So-Port Shoes, a 

downtown Detroit specialty shop, 

has taken his son, Frank A., into 

partnership. Frank had been serv- 
ing as store manager 
. * - 

FOURTEENTH TIME AROUND: 

For the 14th consecutive year Harry 

Bennigson, execu- 

tive vice-president 

of Hamilton Shoe 

Co. and president 

of Boyd - 

Shoe Co., in St. 


PARTNERS: 
operator of 


Jones 


Louis, has been 
named to a_ key 
group 
planning the St. 
Louis show He 
will head the en- 
HARRY BENNIGSON tert 
mittee for the 1961 Shoe 
America, April 9-12. Mr. 
is also treasurer of the 
Shoe Manufacturers Assn., 
ponsors SMA 
> * . 
ANOTHER JOURNEY: Nathan 
Hack, inventor of the 
Ripple Sole, 
defatigable travelers. 
they concluded a tour of Australia, 
New Zealand and the Fiji Islands 
This time it’s Alaska. Last month 
the couple motored northward along 
the Pacific Coast from their Santa 
Monica, Calif., home, and boarded 
a ship at Vancouver, Wash., for the 
trip to the Forty-Ninth State. 
o . + 
ACQUISITIONS: John Geis, 
srittain Shoe Store in 
. has sold it to Lilly- 
Lilly-Ayres oper- 
departments 


post on the 


ainment com- 
Market of 
Bennigson 
St. Louis 


which 


76-year-old 
and Mrs. Hack are in- 
Recently, 


owner of the 
Garland, Tex 
Ayres Shoes, Inc. 
ates shoe stores and 
in six other Texas communities... . 
Hart Shoe Stores, Inc., 8842 W. Pico 
Blvd., Los Angeles, owned by Jack 
Hart for 27 years, has been bought 
by Sam Morris, Lou Ebenstein and 
Sol Shapiro. . . . Charlie E. Oliver's 
firm of Oliver’s Shoes, Woodward, 
Okla., has bought the Edwards 
Shoe Store, Altus, Okla. 
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California Factories 
Lose Shoe Workers 


LOS ANGELES—Most manufac- 
turers here agree the Tremendous 
60's aren't so tremendous. 

By a strange paradox, lowered 
production has added to the diffi- 
culty in meeting shipment dates. 
Some plants are behind schedule. 
The reason: Manufacturers report 
employees are quitting to shift to 
fields of less sporadic work. 

Reorders have been spotty. How- 
ever, plants are still in production, 
but work 
crews. 

Fall 


are in a 


with greatly reduced 
orders 


Some 


back-to-school 

stronger position. 
bookings will 
them through September, but not at 


and 


plants report carry 
full-volume levels 

Willis, Willberg 
being forced to 
line 


Co-owner §&. 
Footwear, reports 


upgrade his entire because 
stores report customers show inter- 
est only in better quality merchan- 
dise 

sulk of the orders for most plants 
are blacks in smooth grain 
leathers. Glove leather is very pop- 
ular. 
getting far the most play. 


and 


Basic colors and styles are 


Upstate New York Plants 
Expect Second-Half Gains 

BINGHAMTON Upstate New 
York shoe manufacturers and allied 
trades expect a good fall season to 
boost second-half-year results above 
the first six months. 

Stable 
ing 
tailers’ 


shoe prices, an encourag- 
independent 


and a 


reduction in re- 
many- 


sided drive to hold down production 


inventories 


and marketing costs are expected 


to contribute to better sales and 
profits. 
Factory equipment makers re- 
port interest in new improved de- 
vices, particularly the relatively in- 
expensive machines and gadgets. 
Some shoe companies are said to be 
carefully weighing expenditures for 
major equipment and getting bids 
from several sources to reduce the 


drain on working capital. 
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St. Louis Manufacturers Say: 


Production Slowdown is Foreseen 


ST. LOUIS — Factories in this 
area are temporarily busy. Indica- 
tions, however, are that the slow- 
down in June-July orders booked 
has put the brakes on the volume 
of cutting ahead for most firms. 

Total production figures continue 
to run behind 1959 levels. The two 
theories most often advanced to ex- 
plain the decline are that (1) 
demand is easing off, and 
(2) poor retail sales in June piled 
inventories enough to 
the cash position of 
smaller outlets and extra 
caution until inventories were par- 
tially cleared. 


con- 
sumer 
up dealer 
jeopardize 
caused 


Second Time Around—Sales rep- 
resentatives their 
rounds of fall selling in early Au- 
gust. With the 


hump and cash positions clarified 


began second 


clearances over 
dealers may be placing orders in 


substantial volume—at least pro- 
ducers anticipate it. 

Proposed increases in the federal 
minimum wage may result in in- 


flated shoe prices, but probably only 


NE Shoe Producers Claim: 


to a limited extent, St. Louis manu- 
facturers feel. Most workers are 
getting more than the $1 minimum 
now. Repercussions may come from 
skilled personnel if, as and when 
for unskilled workers 
closer to the take 


wage rates 
move 


home pay. 


veterans’ 


Injection Molding — Brown Shoe 
new injection 
molding machine at its Humbolt, 
Tenn., plant. Planned for on 
boys’ footwear, the machine marks 
Brown’s first undertaking with this 
type equipment. United Shoe Ma- 
chinery Corp. was the supplier. 


Co. is installing a 


use 


St. Louis houses will 
resort and spring samples 
for the Miami Beach Shoe 
September 25-28. Firms 
which displayed there previously 
report they are expanding partici- 
pation this year. A women’s maker 


Several 
have 
ready 
Show, 


which had only top sales personnel 
on deck in 1959, is including all of 
its men this year. The firm is build- 
ing a divisional sales meeting into 
the activities. 


Retailers Order Less—More frequen tl y 


BOSTON—It is becoming in- 
creasingly apparent that retailers 
have radically changed their buy- 
ing policies. They now place orders 
more frequently and in correspond- 
ingly smaller lots. They prefer an 
open-to-buy position to heavily 
peaked inventories. 

New England manufacturers of 
women’s shoes who have recognized 
this trend and have achieved a mea- 
sure of what might be called oper- 
ating flexibility are not worried by 
the absence to date of large re- 
orders on fall styles. They are 
quietly planning minor pattern and 
color changes for their second runs 
and feel confident that orders will 
be forthcoming. 

Others, still thinking in terms of 


two major business peaks a year 
followed by lulls, blame their wor- 
ries on the fact that this is an elec- 
tion year and therefore traditional- 
ly slow despite the fact that most of 
them are currently busy on initial 
orders, some of which they may be 
unable to ship before the third or 
even the fourth week in August. 

There has been a pickup in the 
men’s end of the industry, particu- 
larly in those factories making 
medium and high grade shoes. 
Nearly all entered August assured 
of fulltime production during the 
foreseeable future. Black is report- 
ed to be the best selling color with 
darkened browns running second. 
Some suede is being cut for casual 
shoes. 
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Faster Mechanical Progress: USMC Objective 


United Shoe Machinery has in- 
creased its research force as part 
of a program to accelerate the 
development of new machinery 
for the footwear industry. 


BEVERLY, MASS.—United Shoe 
Machinery Corp. has embarked on 
an program 
designed to produce more revolu- 
tionary shoe machinery develop- 
ments during the next five 
than have introduced in 
last 30. 


accelerated research 


years 
been the 
Research personnel have been 
added at the company’s plant here 
as well as at its recently opened 
laboratory in Xenia, O. In charge 
of work now being done at both 
places is W. L. Abel, assistant di- 
rector of United’s research division 


The Obiective—USMC’s goal is 
to develop automatic or at 
semi-automatic machinery making 
possible reduction of skill needed 
by the operator, reduction of opera- 
tors’ fatigue, and reduction of time 
needed for training and supervi- 
sion — along with achievement of 
greater uniformity and consistency 
on work produced, 
tion and scrap. 

A second part of the job, as de- 
scribed by Mr. Abel, is an attempt 
to lick the problem posed by the 
increasing cost of research and de- 
velopment using 
principles of low-cost design with- 
out sacrifice of reliability, long life 
and ease of maintenance. 


least 


with less rejec 


work by certain 


Faster Pace—In a recent talk to 
representatives of the trade press, 
Mr. Abel stressed the “quickened 
pace and type of work that is going 
with the National 
and Space Agency.” 

“Ten years ago,” he said, “it took 
five to fifteen years for new idea 
to be put into practical use. Today 
in the electronics industry some of 
the new scientific developments are 
commercialized within a 
time. We using these 
types of developments today in the 
shoe industry. The experimental 
automatic skiver we showed at the 


Aeronautics 


on 


being 


year’s are 
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1960 Factory Management Confer- 
ence employs electronic components 
and circuits and mechanism 
systems very similar to those being 
used for applications in space flight 
and missiles. 


servo 


New Machines on View—Follow- 
ing Mr. Abel's talk the visitors in- 
spected several machines in various 
stages of development. These in- 
cluded: 


Rede- 


Automatic edge shaper 
sign of this machine is in the ad- 


Whet looks like part of a city skyline 
actually is the silhouette of a used 
edge trimmer cutter, magnified many 
times. By studying the cutting angle 
of the cutter to determine key points 
of wear and loss of original dimension, 
a United Shoe engineer obtains data to 
improve cutter design. This research 
work is part of a stepped-up program. 


vanced stage. It will automatically 
and simultaneously produce the ex- 
act sole edge required on both left 
and right shoes. 

Heel shank lasting machine 
Commercialization is some time 
away but, when perfected, it should 
enable the manufacturer, using only 
two machines, to complete pulling 
over and lasting of toe, forepart, 
shank and hee! seat. 

Plirib attacher—Now being re- 
designed, it combines both cement- 
ing and attaching processes in one 
operation and automatically 
cuts off the tape at the score line. 

Upper trimmer—Also undergoing 
redesign, it is based on an already 
commercial rough rounder to which 


also 


has been added a new trimming 
mechanism. 

Breast flap trimmer—A_ limited 
number of these may available 
before the end of this This 


completely supplants the 


be 
year. 
machine 
hand operation now in general use. 

Insole binder Some months 
away from commercialization, it is 
designed for use on open-toe, open- 
shank 
It is said to eliminate unattractive 


or open-heel constructions. 
looseness or wrinkling of the tape. 

Plastic and heel injection 
molding machine Three 
mental now trial 
with more to come. The use of this 
machine, should 
eliminate problems met in the vul- 


sole 
experi- 
out 


on 


types are 


when perfected, 


canizing process now widely used. 

Cement attached premolded shoe 
machine—This is an experimental 
modification of the 
cementing machine designed to do 
the for by 
duction and 
fit into 


present bottom 


job called present pro- 


processes still able to 


not 


new processes vet per 
fected. 

Tack sole lasting machine—C ur- 
the 


machine 


experimental stage, 
type of 


rently in 
this 
tack and a new range of tack sizes, 
giving the the 
first time an insole tack of the right 


uses a new 


manufacturer for 
for proper clinch and clean 


length 


appearance inside the shoe 

Insole tacking machine 
designed on an experimental! basis 
the 


product in 


This is 


complex 
the 


eX- 


to supplant current 
which 


The 


commercial 


tack pot is motor driven. 
perimental machine, now being re- 
designed, uses one air blast to blow 
tacks onto the apron, 
clear at the end of the 


Tack drive is achieved with an elec- 


another to 


separator. 


trically controlled air piston. 
An 
the 


more 


Pulling and lasting machine 
experimental improvement 
current Model A, it 
room for servicing and furthermore 
it can handle all heel heights and 
toe shapes. 

Heel nailer machine 
developed, it has a lighter, stronger 
construction and is more mobile on 
the factory floor. 


on 


gives 


Now being 
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*Winkle-Pickers’ Debut in 
ISCO Popular Price Line 

ST. LOUIS—Men’s “Winkle-Pick- 
ers” with sharply pointed toes are 
now in production at International 
Shoe Co. They will be marketed this 
fall. 

These high-fashion shoes for men 
will be offered in black slipon and 
black three-eyelet styles retailing 
for $9.95. They will be marketed 
under ISCO’s Festive line and dis- 
tributed under Wesboro, Kingsway 
and Randcraft brand names. 

Featuring a cuban heel much 
higher than the average men’s heel, 
the “Winkle-Pickers” are also more 
than an inch longer than the normal 
shoe. The toe to a sharp 
point and is reinforced with metal 
at the sole. International’s lasts 
were imported to the United States 
by the Woodward & Wright Last 
Co., Bridgewater, Mass. 

The style originated in Italy and 
its popularity quickly spread to 
England. ISCO says its style offer- 
ing at the popular price level marks 
the debut of U. S.-made Winkle- 
Pickers 


comes 


Dunham Bros. Enters 7-State Midwest Market 


BRATTLEBORO, VT. — Dunham 
3ros. Co., a major footwear distrib- 
utor in the East and considered the 
largest in the country, is expanding 
its sales and distribution into seven 
states of the Midwest. 

The company will increase 
sales force from 37 men to more 
than 50, and serve Ohio, Indiana, 
Illinois, Wisconsin, Michigan, Min- 
nesota and lowa. 

“This being our 75th anniversary 
year,” said Vice-President and 
Treasurer George D. Mason, “it 
seems fitting that this major expan- 
sion program should be started at 
this time.” 

Dunham Bros. plans to handle all 
shipments from its Brattleboro plant 
for the present, Mr. Mason said, but 
inspecting possible warehouse 
in the seven-state area. A 
selection is expected “in the near 
future,” he noted. 

The company’s advertising pro- 
gram has been national in scope for 
some time. It will be stepped up to 
provide extra emphasis in the new 
territories. 


its 


is 


sites 


The Vermont firm is probably best 
known for its Dunham’s Tyroleans 
line. 

It also markets a line of more 
than 900 items under its own brand 
name, from Duraflex waterproof 
leather boots to work shoes and 
slippers. 


Eagle Wood Heel Offers 
New Line for Teenagers 

HAVERHILL, MASS.—The Eagle 
Wood Heel Co. has introduced a new 
line of heels for the teen market 
under the name of Campus Stroller. 
The heels come in three styles com- 
plementing three popular toe shapes, 
double, triple and quadruple needle, 
and in heights from 10/8 to 16/8. 

Claims made for these new heels 
are that while they have the appear- 
ance of slenderness they neverthe- 
give good support; they are 
guaranteed to tread any last perfect- 
ly; they are economical; and they 
are ideal for daytime or date-time 
shoes. 
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John E. Mara Succeeds 


Father as Union Head 


BOSTON—The presidency of the 
60,000-member Boot and Shoe Work- 
ers’ Union, AFL-CIO, will stay in 
the Mara family. The union’s 
general executive board has picked 
John E. (Jack) Mara, 39-year-old 
regional director of the BSWU’s 
western division, to succeed his 
father, the late John J. 

The elder Mr. Mara, who died July 
17, presided over the union for 31 
years. 

Jack Mara, like his father, gained 
a background for his union job 
through work in a shoe factory. But 
the new president is also symbolic 
of a new, polished style of union 
leader: he studied business adminis- 
tration at Boston University, later 
attended the Harvard University 
Trades Union Program. In college 
he won letters in swimming and 
other sports. 

The president-elect has the back- 
ing of Joseph W. MacGonigal, 
BSWU executive vice-president, who 
served as president pro tem after 
John J. Mara’s death. Said Mr. Mac- 
Gonigal: “Jack Mara is far and 
away the best possible choice. It was 
my wish that his name be placed in 
nomination as president This 
election will mean uninterrupted 
continuity of the union’s 
principles as well as renewed vigor 
in pressing the union’s objectives to 
improve working and living con- 
ditions for shoe workers.” 

The new president has dealt with 
some of the country’s major shoe 
producers in the Midwest and the 
South. He has a reputation an 
industry authority on piece 


basic 


as 


prices. 


Mr. Mara served as a paratrooper 
lieutenant in World War II. While 
taking part in some of the war's 
bloodiest fighting, he earned the 
Purple Heart and the Silver Star. 

Mr. Mara’s headquarters in re- 
cent years has been in St. Louis. 
He’ll move into the union’s general 
offices in Boston. 


Genesco Offer Rejected 
By Julius Garfinckel & Co. 


WASHINGTON, D. C.—An offer 
by Genesco, Inc., and two other firms 
to buy Julius Garfinckel & Co., Inc., 
a specialty chain, has been rejected 
by the Garfinckel board. 

Richard P. Dunn, Garfinckel’s 
president, told stockholders that the 
offer by Genesco, Lazard Freres & 
and Lehman Bros. was too low. 
The offer was equivalent to $30 per 
share, and Mr. Dunn said his com- 
pany’s stock is worth around $43 a 
share. 

“The book value of our common 
stock as of May 31 was approxi- 
mately $28 per share, but its real 
net asset value is, in my opinion, at 
least $43 per share and under cer- 
tain circumstances could be consid- 
erably in excess of this figure,”” Mr 
Dunn said. 

“Next year our earnings should be 
about $3 per share, and I hope they 
will increase materially in 1962 and 
1963. Capitalized at 12 times earn- 
ings, which I think is fair and real- 
istic, this would indicate a value of 
$37 to $43 Mr. Dunn added. 

Garfinckel men’s wear 
and specialty in New York, 
Washington, Boston, Chicago, San 
Francisco, Miami Beach, Fort Lau- 
Fla., and Fairfax 


Co. 


a share,” 
operates 
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Tingley Rubber Footwear is stocked 
for you by a nearby distributor. 


TINGLEY 


RUBBER CORPORATION 
ULE TEATS TESS 
RAHWAY, NEW JERSEY Established 1896 


MOUNT JOY 


Vulcan ¢ orp. Unveils 
St. Louis Style Center 


ST. LOUIS—J. B. Reynolds, pres- 
ident of Vulcan Corp., Cincinnati, 
and other company executives came 
to St. Louis to take part in Vul- 
can’s official opening of its new 
sales and style center at 2348 
Hampton Ave. 

The 


a 


company held open 
house” for shoemen and guests at 
the center. The event also marked 
the “Fifty Golden Years” anniver- 
sary celebration for Vulcan. 


an 


The new quarters, built to speci- 
fication for Vulcan Corp., contain 
offices, work rooms and storage fa- 
cilities for blocks and pettern 
boards; necessary for producing 
sample lasts from patterns. Ma- 
chinery includes a turning lathe 
for making samples, pattern grad- 
ing machinery, wood and the 
like. 

In the 
block building, only last 
are made. Actual last making is 
handled at the firm's new Walnut 
Ridge, Ark., manufacturing plant, 
opened last November 


Saws 


new fireproof concrete 


patterns 


Vulcan officials on hand for the 
house, Mr. Reynolds, 
Austing, executive 
president; L. G. Budke, vice-presi- 
dent and treasurer, and J. P 
Flaugher, and controller, 
all from Cincinnati. Vice-President 
M. J. Hendrick came from Ports- 
mouth, O.; Vice-President E. V. 
Nelson, from Johnson City, N. Y. 
From Walnut Ridge were Lawrence 
Nichols, production manager, and 
Norman Smith, head of the model 
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EJ Promotes Corduroy 


Line in Tennis Market 


JOHNSON CITY, N. Y.—A mer- 
chandising and promotion program 
designed to expand the retailer’s op- 
portunity for fall sales in the mass- 
volume teenage tennis shoe market 
was announced by Endicott Johnson 
Corp.’s rubber division here. 

Harry L. Johnson, general sales 
manager of the division, said the 
promotion will be built around the 
theme “Coloramic Corduroys.” It 
will feature a line of crepe-soled 
corduroy oxfords in men’s and wo- 
men’s styles. The color range will 
include loden green, black, white, 
gold, red and gray. 

EJ's style studios have keyed the 
six-shade range to the “young Amer- 
ica” fashion picture in fall casual 
wear, Mr. Johnson said. 

The corduroy uppers are color-fast 
and washable. Detailing includes 
soft, durable flannel linings in natu- 
ral tan; full-length sponge insoles, 
and reinforced crepe rubber soles. 

Women’s sizes will be offered in 
both a new tapered toe and a con- 
ventional round bal last; misses’ 
sizes in round bal only. All will come 
in half-sizes: men’s, 6-12, and wo- 
men’s, 3'%-10. 

Commenting on the new line, Mr. 
Johnson said it provides teenagers 
with a “natural” shoe for 
wear as a change-off from the con- 
ventional tennis oxford. He noted 
that the range of colors provides an 
opportunity for extra-pair sales. 


casual 


® Alco Ranch Washable Footwear 
Company has moved its New York 
office from the Marbridge Building 
to Room 1309, 71 West 35th St., 
across the street from the old site. 
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Shoes Can Be a Criminal’s Undoing: 


FBI Is a Steady User of Footwear Catalogs 


WASHINGTON, D. C.—Catalogs 
of every known shoe manufacturer 
flow regularly into the headquarters 
of the Federal Bureau of Investiga- 
tion here. 


FBI agents find the catalogs al- 
most as helpful in tracking down 
criminals as they are in ordering 
shoes. Over the years many a law- 
breaker has been trapped by evi- 
dence of his own making—his shoe- 
print, carelessly left on the ground, 
on a dusty floor, or on some light- 
colored material such as new lum- 
ber or paper. 

Supplementing the FBI’s catalog 
collection is a shoeprint file contain- 
ing photographs of rubber and com- 
position heel and sole designs. 
Thanks to careful indexing, it’s pos- 
sible to determine in a few minutes 
the make, style and size of a shoe 
simply on the basis of an impres- 
sion or photo of the sole or heel. 


Jury Sees Photos—Expert testi- 
mony in cases involving shoe iden- 
tification is best given from photo 
enlargements where evidence found 
by the FBI can be shown to the 
court and jury. These experts can 
point out the telltale marks on the 
giant enlargements. 

In one case cited by the FBI, an 
office burglary in Orangeburg, S. C., 
investigators found a shoeprint on 
the top of a desk. They took photo- 
graphs. Inquiries at retail shoe 
stores indicated the impression had 
been made by a certain tennis shoe. 


The burglar was caught a few 
weeks later when the local police 


chief noticed that a man appearing 
as a witness in a court case was 
wearing the type of tennis shoes in 
question. The suspect confessed— 
and admitted five other break-ins as 
well. 


Print Gets the Credit — The 
Orangeburg police chief said solu- 
tion of the case was due to the 
shoeprint found at the scene of 
the first break-in. He also lauded 
the cooperation of local shoe deal- 
ers. 


Today’s law-enforcement officials, 
armed with the proper laboratory 
equipment, can even tell whether a 
sole or heel is original equipment 
or the work of a shoe repairman. 
In the case of fairly new shoes, a 
crime detector can report the name 
of the shoe manufzccturer, and some- 
times even the store or the chain 
of where the 
bought. 


Under these the 
lawbreaker literally has to watch 
his step. 


stores shoes were 


circumstances, 


ISCO Plant Rejects Union 


ST. LOUIS—An attempt by the 
United Shoe Workers of America to 
the 450 at the 
Salem, Mo., plant of International 
Shoe Co. was recently defeated 238 
to 181. 
at the Salem plant since operations 
began there in 1949. In each of the 
six the union 
was also turned down. The 1959 vote 


unionize workers 


The election was the seventh 


preceding elections, 


was 273 to 174. 
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Pacific Mills Promotion 
Pushes Treated Linings 

NEW YORK—Pacific Mills Indus- 
trial Fabrics, a division of Pacific 
Mills Domestic Corp., has launched 
a drive to tell the shoe-buying public 
the value of Pacifate Protected shoe 
linings. 

A major part of the new promo- 
tion, which includes consumer and 


ae 


Retailer aids and tie-in ads aimed at 
selling shoes through the lining ore a 
major part of Pacifate promotion. All 
ere available to retailers selling shoes 
made with Pacifate Protected linings. 


trade magazine advertising, is the 
dealer aids that will be offered at the 
shoe stores. In addition the promo- 
tion national advertising 
and newspaper mats for local use. 
Most of the advertising and pro- 
motion material stresses the 
tific treatment of shoe linings by 
Pacific Mills, which prevents ath- 
lete’s foot re-infection, retards odor 
from bacterial decay and perspira- 
tion, and resists rot and wear. 
Pacifate, approved by the National 
Foot Health Council, also prevents 


includes 


scien- 


holes in the lining, retards fraying, 
preserves leather from cracking, 
keeps shoes from getting out of 
shape, and lasts for the life of the 
shoe, according to the producer. 


St. Louis TV Audience 
Told How a Shoe Is Made 


ST. LOUIS—An exhibit and chart 
showing the full range of materials 
and labor which go into the making 
of a pair of shoes was the focal point 
of a TV interview on St. Louis’ 
Channel 4. 

B. J. Fister, vice-president in 
charge of manufacturing for Hamil- 
ton Shoe Co., was the guest of Dottye 
Bennett and Curt Ray on a morning 
telecast aimed at the women’s audi- 
ence. Mr. Fister demonstrated how 
nearly 200 operations dovetail into 
the production of a pair of footwear. 

Bea Beste, secretary of Hamilton 
Shoe and a member of the Shoe 
Fashion Board of St. Louis, handled 
the fashion side of the program. 
She presented some of the new Del- 
manette patterns slated for autumn. 
Needle toes and high thin heels pre- 
dominated in her trend picture. 

All segments of the TV interview 
were slanted to show viewers why a 
shoe is worth every penny it costs. 


Sax Bros. Is 50 Years Old 

MILWAUKEE Sax Bros., 
cne of Wisconsin’s leading jobbers, 
is celebrating its 50th anniversary 
in the leather and findings business 
The company serves shoe stores and 
department stores as well as repair 
shops. Isadore Sax, president and 
founder of the firm, remains active 
in the business at age 72. He makes 
of his customers. 


Inc., 


daily rounds 


7-9) OD. 8 >a '."4 
6 uO) -2 8 3 8 


The Toplif 
with Jop Life! 


Inquiries Invited 


VULCAN CORP. 


CINCINNATI, O 


SINTON MEZZ 


Nylon Velvet Gaining as 
Women’s Shoe Material 
NEW YORK—A marked increase 
in the use of nylon velvet in wo- 
was noted by Gilles 
of Martin Fab- 
member of the 
of Martins to 


men’s shoes 
Martin, president 
rics Corp. and a 
fourth generation 
head this company. 
Over 50 women’s manufacturers 
have sampled Martin's NyloVel this 
year, he reported. The material was 
first introduced in women's shoes 
in 1959 by David Evins, in a range 
of fashion colors. Starting at top 
prices with this manufacturer, Ny- 
loVel is now going into shoes at all 
price levels and in all types. Black 
is the best selling color, followed 
by cherry red and town brown. 
Five years prior to its use in wo- 
men’s styles, NyloVel was launched 
Alexis of 


in children’s shoes by 


Dress-Ups. Trial use proved it to 
be scuff-proof, soil-resistant, easily 
cleaned and washed. It was shown 
to be a practical material for school 
oxfords as well as party shoes. Cur- 
rent styles include all types of 
children’s shoes. 

Best-selling fall 
black and basque red. 

NyloVel is the result of long ex- 
periment in the use of nylon velvet, 
a deceptively delicate-looking yarn 
Starting experiments with nylon at 
the beginning of World War II, 
Martin’s technicans had mastered 
the many production problems by 


1946. Today constant experimenta- 


1960 colors are 


tion is continuing in order to main- 
tain high quality and improve pro- 
methods. 
Fabrics 
Conn., 


duction 
Martin 
in Norwich, 


operates a mill 


and a second 


plant in Leesville, S. ¢ 
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Midwest Travelers’ Golf 
Outing Attracts Over 200 


CHICAGO—More than 200 shoe- 
men, half of them and 
the rest retailers, attended the an- 
nual golf outing and dinner-dance 
of the Midwest Shoe Travelers’ 
at the (Ill.) Country 


travelers 


Assn. Itasca 
Club. 

Some of the golf scores 
proached professional level. Jim 
Diamond of Slater Shoes 
won first low gross for a guest with 
a 71, below par for the course. He 
the President's Cup 
and a pewter pitcher donated by 
BooT AND SHOE RECORDER. First low 
gross score by a member was won 
by Bill Reavis of Joyce, Inc., with 
81. 

First low net by a guest 
tallied by G. B. Babian of Madigan’s, 
with a 63, and first low net by a 
member was won by Red Davis, In- 
ternational Shoe Company with a 66. 

Julian H. Chapman of Queen Qual- 

ity division, International Shoe Com- 


ap- 


George 


was awarded 


an 
was 
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pany, was presented with a briefcase 
in honor of his completion of 50 years 
in the shoe industry (see Salesmen 
on the Road, this issue). 

A former MSTA member, Wesley 
Raiser, now of Auburndale, Fla., was 
a surprise visitor. 
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© I. J. Simon Company, New York 
City, has been named a distributor 
for the men’s shoe line of M. T. 
Shaw, Inc., Coldwater, Mich. The 
Simon Company covers Metropoli- 
tan New York and fringe areas of 
surrounding states. 





Personnel 





CHARLES R. ARNOLD 
Soles Manoger 


CHARLES J. WELLS 
Secy.-Controller 


Appointed... 


Charles R. Arnold, sales manager 
of Viner Bros., Inc., Bangor, Me., 
replacing Richard E. Hasey, who 
resigned. Most recently, Mr. Ar- 
nold headed his own chain, U:S. 
Self-Service Stores, headquartered 
in Baltimore. 

Charles J. Wells, secretary-con- 
troller of Freeman Shoe Corp., Be- 
loit, Wis. He was formerly secre- 
tary and assistant treasurer. 

Selbert A. Rogers, sales repre- 
sentative for the American Gentle- 
man division of Craddock - Terry 
Shoe Corp., Lynchburg, Va., cover- 
ing North Carolina and the north- 
ern part of South Carolina. He will 





James Elder Appointed 


President of Santa Rosa 

SANTA ROSA, CALIF.—A top- 

level shift at Santa Rosa Shoe Co., 
Inc., has moved Jerome M. Kushins 
from president to board chairman 
and brought James 
A. Elder to the 
firm as president. 
Mr. Elder formerly 
was associated 
for 20 years with 
Red Wing Shoe 
Co., Red Wing, 
Minn., serving the 
last 12 years as 
general sales man- 
ager. 

Mr. Elder will JAMES A. ELDER 
assume direct control of sales and 
sales promotion for the company’s 
Santa Rosa brand of men’s, women’s 
and boys’ footwear. Plans are in the 
making for a new, enlarged plant. 

Kushin’s Inc., is the parent firm 
of Santa Rosa. 
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SELBERT A. ROGERS 
To Craddock-Terry 


CARL E. ENTRINGER 
Assistant VP 


live in Charlotte, N. C. 
Edwin A. Dobner, Jr., sales rep- 
resentative for Tweedie Footwear 
Corp., Jefferson City, Mo., covering 
California, Arizona and Nevada. 

Harry Barbach and Paul Fi- 
chiera, executives in the merchan- 
dising division of Edison Brothers 
Stores, Inc., St. Louis. Mr. Barbach 
will be in the casual division, and 
Mr. Fichiera in the Qualicraft 
dress shoe division. 

Martin E. Peiper, Pennsylvania 
district sales representative for Na- 
tional Shoe Products Corp., Fram- 
ingham, Mass. 

James F. Oliver, sales represen- 
tative for National Shoe Prod- 
ucts Corp., covering Brockton and 
Worcester, Mass. 

Dollard A. (Whitey) Caron, pro- 
duction manager for Beebe Rubber 
Co., Nashua, N. H., replacing Rob- 
ert C. Harris, who resigned. 

Thomas Gallo, office manager of 
the New York district office of Will- 
cox & Gibbs, sewing 
makers, effective Sept. 1. 

Dr. Robert W. Eldridge, a senior 
research scientist at United States 
Research 


equipment 


Rubber Company's Cen- 


ter, Wayne, N. J. 


Promoted... 


Carl E. Entringer, from assistant 
general manager, retail, to 
tant vice-president, retail, at Free- 
man Shoe Corp., Beloit, Wis. 

Herb Redlich, to a staff position 
in the manufacturing division of 
Freeman Shoe Corp. He will be in 
charge of quality control, fitting 
standardization and production co- 
ordination of fitting departments in 
all Freeman plants. 

Joseph F. Elkavich, from labora- 
tory technician to quality control 


assis- 


HAROLD CONNETT 
Resigning 


EDGAR F. RUEPING 
Elected VP 


supervisor for Beebe Rubber Co., 
Nashua, N. H. 

George A. Kean, Jr., from sales 
representative to purchasing agent 
for National Shoe Products Corp., 
Framingham, Mass. He will 
handle sales administrative work. 


also 


Elected... 


Robert H. Weil, secretary of M. 
K. Weil Shoe Co., St. Louis jobber, 
in addition to his post as treasurer. 

Edgar F. Rueping, vice-president 
in charge of plant maintenance for 
Fred Rueping Leather Co., Fond du 
Lac, Wis. He will also be a director. 

Hugh D. Jordan, treasurer of 
Brown Co., Berlin, N. H., maker of 
paper products including innersol- 
ing. He succeeds Stuart W. Skowbo. 


Resigning... 
Bernard H. Semler, from 
man Shoe Corp., Beloit, Wis., where 
he is executive vice-president. He 
will join a West Coast food proc- 
essing firm as financial vice-presi- 
dent about Sept. 1. 
Harold Connett, from 
board chairman, 
Leather Co., Philadelphia. 
mains as a director. 
Stuart W. Skowbo, from the 
jerlin, N. H., where he 
was senior vice-president, treasurer 


F ree- 


his posi- 
Surpass 


He 


tion as 
re- 


sgrown Co., 


and a director. 


Transferred... 


Charles H. Steele, from 
tant superintendent of International 
Shoe Co.’s Conway, Ark., plant to a 
similar post at the Jefferson City, 
Mo. plant. His successor at Conway 


is Arnold R. Jordan. 


assis- 


Boot and Shoe Recorder 





Salesmen on the Road 





by VIVIAN 


Frank Phillips: ‘Quite a Guy’ 

“HE’S quite a guy,” says every 
shoe traveler and retailer who knows 
Frank Phillips of Wheatridge, Colo. 
And Frank Phillips is known 
throughout the Middle West and the 
Mountain States, in Dallas, Tex., 
and in Oklahoma. 

Winthrop division of International 
Shoe Co., for whom he travels, must 
agree also, for Frank is the owner 
of a 16-in. silver Boy Scout statue 
on which is inscribed “In apprecia- 
tion of services rendered Boy Scouts 
of America.” He received this award 
for having the largest percentage 
increase in sales of Boy Scout shoes 
in 1959 
also because of his 
almost 30 
volunteer 
Boy 
leadership. 

As a commis- 
sioner on the Den- 


and 


years’ 
service 


in Scout 


ver Area Council, 
Frank on 
the staff 
of the 50th annual 
toy Scout Jambo- 
ree at Colorado Springs in late July, 
and he will chairman of the 
Commissioners’ Conference at Fitz- 
simmons Army Hospital this fall. 

Frank is a self-made man. He 
sold papers in Dallas to 
go through grade school and worked 
Saturdays during high school in an 
store. A_ high 
school and college (Oklahoma Bap- 
tist football he 
gained a pro football contract with 
the Philadelphia Eagles. But he 
chose a shoe selling career instead. 

7 . 7 


served 
national 


PRANK PHILLIPS 


be 


downtown 


Edison Bros. shoe 


University } star, 


FRANK learned to pack shoes 
when he drove for E. J. Eichhorn, 
then of Wohl Shoe Company. Mr. 
Eichhorn today is executive secre- 
tary of the Mid-Continent Shoe 
Travelers Assn., Oklahoma City, 
Incidentally, Frank helped organ- 
and served the first vice- 
president of two shoe travelers as- 


as 


ize 


August 15, 1960 


C. ANDERSON 


sociations — Mid-Continent, organ- 
ized in 1939, and Mountain States, 
in 1947. He became the second presi- 
dent of the latter group and again 
served as president in 1956-57. He 
chairman of the board until 
last year. He has also been a regional 
governor of NSTA, has served as a 
delegate to the national convention. 
He has also been a member of the 
Southwest Shoe Travelers. 

When Frank Phillips started his 
own traveling career, he first went 
with Groves Shoe Co., Chicago 
jobber now out of business, and 
later he joined Herman Shoe Co., 
Boston. In Oklahoma City, when 
traveling for Roberts, Johnson & 
Rand division of International, he 
met Miss Jerry Davis, shoe cashier 
at John A. Brown’s Dept. Store. 
They married in 1940 
moved to Denver, but Frank traveled 
27 states on specialty trips. 

A quirk of fate—selling commis- 
saries at various military posts 
moved him into men’s shoe selling. 
He has been with Winthrop since 
1956 when he returned to Colorado 
from Milwaukee, where he had 
moved in 1951. He covers Colorado, 
Wyoming, New Mexico, Montana, 
Arizona, Utah and Nebraska. 

o ° . 

FRANK is a hero-worshiper. As 
a young man in athletics, his “hero” 
was T. A. Welch. In his shoe career 
his “hero” is P. E. Thurman, St. 
Louis, now retired from Roberts, 
Johnson & Rand. It was Mr. Thur- 
man who hired Frank. 

“Mr. Thurman has been my guid- 
ing light; he is honest; he is 
courageous,” says Frank. “In fact, 
he is the godfather of our 15-year- 
old son, David Perry Phillips. (Mr. 
and Mrs. Phillips also have a daugh- 
ter, Kathy, 12.) He taught me a rule 
by which he has always lived: ‘God 
is first, your family is second, your 
company is third, and there’s no 
substitute for work.’ ” 

A zealot of shoe traveling, Frank 
recommends to any young man the 
traveling profession “the only 
profession where a man gets paid 
for his efforts and his income 
amounts to his effort.” 


was 


were and 


Send contributions to: Mrs. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Colo. 


Is there any wonder that he has 
been awarded a lifetime member- 
ship in the Mountain States Shoe 
Travelers Assn.? 


Golden Anniversary Salesman 

NSTA is publicizing “We’re 50 in 
60.” Midwest Shoe Travelers Assn. 
is just as proud of its golden anni- 
versary salesman—Julian H. Chap- 
man, chairman of its board of di- 
rectors. Looking back to his career 
in the shoe industry over a half- 
century, Mr. Chapman says he has 
found three fundamentals in suc- 
cessful selling: knowledge of the 
product, hard work and frequent 
calls on customers. 

After Mr. Chap- 
man was graduated 
from high school 
in 1910, he went to 
work for Marshall 
Field’s children’s 
shoe department. 

Six months later 

he took his first 

traveling job with 

Selz-Schwab Shoe 

Company in Wis- 

and Minne- JUHIAN H. CHAPMAN 
sota. After a short hitch in the 
army (World War I), he started the 
MidWest Shoe Company in Minne- 
apolis, jobbing high-grade women’s 
shoes with his brothers and Max 
Ellenstein. 

In 1922 he found an opportunity 
to move back to Chicago and in 
1923 he started to sell Queen Qual- 
ity shoes made by Thomas G. Plant 
Company, Boston. It was at the 
start of the depression in 1931 that 
International Shoe Company ac- 
quired the Queen Quality name. Mr. 
Chapman kept on selling Queen 
Quality for International. Today he 
is still handling Soft Pedals by 
Queen Quality in the Chicago ter- 
ritory. 


An 


consin 


member of the Shoe 
Travelers Association of Chicago 
(a few years ago the name was 
changed to Midwest), Mr. Chapman 
has devoted much time and effort 
to this association and is widely 
known in the trade. His home is in 
Highland Park, III. 


early 





Classified and Want Ads 








WANTED TO PURCHASE 








WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 


Women's, 











M. STOFF and CO. 
CASH FOR SHOES 
Stores 

Phone or Wire Collect 


137 West B'dway New York 
Tel. Beekman 3-0141-2 


City 

















DISPLAY 


MERCHANTS’ NEEDS 








Cameron Company Displays 
500 Echo Lane, Glenview, Illinois 
New and originals in plastics and displays 
"To the mon who cores about 
his windows” 
Let ws re-do your windows 
Send for one of our experts 


JACK CAMERON, GUY MALLOY 
JACK L. CAMERON, JR 














FOR RENT 


STORE AVAILABLE FOR IMMEDIATE 
OCCUPANCY UNDER SATISFACTORY 
LEASE; located main street; 
Britain; city has room for 
inquir 359 West 


Connecticut; Tel 





heart f New 
good retail outlet 

ire Simons, Main Street, 

nh 

ph 


nme BAldwir 





ESTABLISHED FAMILY SHOE STORE, 
I r job in 


LINES; 


Doing Big 
corrective Tor i 


BRANDED 


nd 





FOR SALE 


WORKING MEN'S DEPARTMENT 
STORE FOR SALI ESTABLISHED 1 
YEARS, GROSS $50.0 u year; books oper 


atx 





BOOTS NAVIGATORS 
INSULATED PURE 


American mad Pa 


SALE 
LINED 
First ialit 


wut price $1.15 pair 
I. SCHOENKOPI 
Newark, N 


SHOE STORE, NORTHERN NEW JER 
SEY MODERN STORE, NAME BRANDS 
Fine locatior excellent lease | 
priced to sell. Reply to Box 
SHor Re , Chestnut & 56t 


hia 39, Penna 


lea stock 
764, Boor ax 


Streets, Phila 





SIDELINE SALESMAN WTD. 


SIDEL 


qu 





INE SALESMEN WANTED 
f Ir hildrer 


ne stock ( Shoes 


PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
aL 
Name 
Company 
City 











VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 


Kips Bought in Place of Calf 

BOSTON—Saul Stockman, 
manager of the Irving Tanning Co., 
says manufacturers of better-grade 
shoes have been ordering kips and 
extremes to replace calf in a portion 
of their lines. “This substitution,” 
he commented, “is indicative of the 
advances made in producing quality 
leathers and we predict an even heav- 
ier demand in the future.” The com- 
pany held a post-Leather Show open 
house at its sales office in late July. 


sales 


ISCO to Promote Holiday 
Shoes via Radio Campaign 

ST. LOUIS — International Shoe 
Company has announced plans to 
promote its holiday footwear pat- 
terns through key radio stations in 
more than 45 top advertising mar- 
kets. 

Built around the “Sound of Christ- 
mas” theme, the radio campagn will 
run from Thanksgiving until Christ- 
mas. It will feature specially de- 
signed holiday shoes in all lines of 
men’s, women’s, juvenile and teen 
pairs. All brands will be united un- 
der a single unifying theme a 
catchy new Christmas jingle. 

In outlining the promotional 
plans, a spokesman for ISCO pointed 
out that shoe industry advertising 
has traditionally 
only two peak merchandising 
sons, pre-Easter and back-to-school. 
Nationa! advertising during this 
“fast-growing third season” under- 


been tailored to 


sea- 


scores the opportunities presented in 
added shoe 


December for sales, he 
said. 

To tie in the “Sound of 
Christmas” radio advertising, dealer 
tags will be provided to 
stocking “adequate volume” of 


festive 


with 


retailers 
the 


line footwear 


Blue Star Adds Five-Hour 
Shift, Hires Housewives 

LAWRENCE. MASS.—Blue Star 
Shoes, Inc., manufacturer of chil- 
dren's footwear, has recently added 
a second work shift, from 5 in the 
afternoon to 10 at night. Working 
the shift are housewives and others 
who need a spare-time job to aug- 
ment family incomes. 

This experiment, 
does a new labor has 
Blue Star to prompt 
delivery of an increased sales vol- 
ume. It is expected that the new 
shift will become permanent 


tapping as it 
source, en- 


abled assure 


Esquire Forms a ‘Boys Club’ 

NEW YORK—To stimulate back- 
to-school sales of its Scuff-Kote and 
Lano-Wax polishes, Esquire Shoe 
Care Products is forming an “Es- 
quire Club.” Club members 
who enroll (with box tops and cash) 
get a Junior Footman Shine Box, a 
membership card, Esquire book cov- 
ers and a booklet on good grooming 
and shoe shining. 


Boys 
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Wanted to Purchase 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS 

LEASES ASSUMED S$ 

YOUR NAME PROTECTED #4 


B.& R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 











WE PAY MORE fo -ause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


MEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Mex \. Meltzer, Pres. lvenhoe 1-9630 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avense 
Uaioes City, N. J. 


Phone or Wire Collect 


UNion 3-6413 


quality shoes, complete 
surpluses or closeouts 
from manufacturer 
or retailer, 
Quality shoes since 1932 


M. K. WEIL 
Shoe Company 


1215 Washington Ave., St. Lovis 3, Mo. 
CE. 1-4898 CE. 1-3762 


a SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


tlen ality men's, 


. is aca 
women's and children’s shoes. 


be) he FOR OVER 45 YEARS 


MOSINGER-COHN 


Ma 1-3363 











KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlaut 65-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 

















Mi 0 R FE MEN'S, WOMEN’S and cuauinik fel 
CHILDREN’S SHOES : 
79-81 READE ST 


Complete Stocks and NEW YORK 7. NY 


Stores Solicited 
At All Times. 


YOU GET 


CASH 


August 15, 1960 


Phone: WOrth 2.5180 





(formerly Broitman-Gaffia) 
144 DUANE ST 
NEW YORK 13, N. Y. 
BE 3-7290 





Classified and Want Ads 








SIDELINE SALESMEN WTD. 


SIDELINE SALESMEN WTD. 





“REVOLUTIONARY” ...... 
“THE SHOE OF THE FUTURE” 


Says the trade and consumer press 
about the exciting new men's shoes, 
featuring INJECTION MOLDED SOLES 
retailing at $10-$11, introduced last 
week by our import affiliate TREND. 
SETTER FOOTWEAR CORP. 


More than 11 million pairs of men's 
Trendsetters have been _ sold in 
Europe; we're so convinced that the 
American market offers an enormous 
opportunity for this radically more effi- 
cient injection molded sole construc- 
tion that we have scheduled weekly 
shipments from France and are ready 
to deliver — NOW — from complete 
stocks in our warehouse. 





PROTECTED TERRITORIES: Southeast 
. . . Southwest . . . Middle West. . 
Middle Atlantic States. (Sorry, no ap- 
plications for Denver, West — we're 
"eek." 3 


Interested salesmen presently suc- 
cessfully selling a non-conflicting line 
to good stores in above territories and 
whose background will stand rigid in- 
vestigation will be carefully con- 
sidered. 


Write in detail — in confidence — 
(please don’t telephone) to: Philip G. 
Shank, V. P. Sales Mutual Shoe Sales 
Company, Maynard, Mass. 

Makers of Foot Flairs — Arpeggios — 
First Editions. 





SALESMEN WANTED 


SALESMEN WANTED 





GROWTH-MINDED SALESMEN WANTED 
FOR MID-WESTERN EXPANSION 


Dunham's, America's largest footwear distributor, needs nine experienced full-time 
shoe salesmen to participate in our Mid-west expansion program in the states of 


Ohio, Indiona, Illinois, Wisconsin, Michigan, Minnesota and lowe. 
territories with real potential available. 


Desirable 


Over 900 items in stock, including notionally-odvertised Dunham's Tyroleans®, 
Duroflex waterproof leather boots, Tuf vulcanized footwear (guaranteed 6 months), 
as well as the staple line of general purpose shoes for the entire family. We 
specialize in competitive work shoes, slippers and warm lined boots. 


Commission with monthly draw and yearly settlement. Salesmen's profit-sharing 
plan, group life and hospitalizction benefits. Our AAA-I rating permits us 
to grant liberal datings, transportation allowances. National advertising program 
—tree dealer display and promotional material. 


Write D. W. Stockwell 


Divisional Sales Manager 
DUNHAM'S, Brattleboro, Vermont 





TWO SALESMEN 
WANTED 


Chicago and vicinity also Wisconsin 
and upper Michigan open for experi- 
enced shoe salesmen. Complete line 
of Carter's Genuine Goodyear welt 
shoes for men. Excellent opportunity. 
Liberal drawing account against com- 
missions. Call or write H. N. Wilkin- 
son, Sales Manager. 


J. W. CARTER COMPANY 


P. O. Box 30 Nashville |, Tennessee 








SHOE FABRIC SALESMAN 
wanted for 
PENNSYLVANIA 


Long established and leading 
creative shoe fabric house serv- 
ing volume operations in all 
price ranges seeks a man of 
ability and experience. Com- 
munications will be held in 
strict confidence. Please write 


Bex 761, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


SIDELINE SALESMEN WTD. 











OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear, All 
open territories are well established. 
6% commission, plus bonus. Write. 


WEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S$ Hanover St., Baltimore 1, Md. 











SALESMEN WANTED 








SALESMEN 


Northern New Jersey, St Louis, 
Southern Illinois, Tennessee, Minne- 
sota, and Mississippi; one of the 
largest wholesalers and distributors 
on the East requires services of ex- 
perienced man with following to cover 
established accounts in above states; 
complete tine of popular priced wo- 
men's dress, casual and sport shoes, 
and a complete tine of tennis and rub- 
ber goods; all replies confidential; 
proper financial arrangements for man 
with proven record 


Ideal Shoe Company 


316 Merth Third Street, Philedeiphic, Pennsy venice 








MEN'S SHOES 


Well-rated. well-established manufacturer of men's 
pepular-priced Geetyesr Weltsa etpanding in stark 
line throughewt the antry Territories available 
clude all New England aml Mid. Western States 
YY. State. Pa nN J w Ve la Tenn 
Mies. and i ma 
nis dress shox * priced 


fers fine opportunity 


n and ° 

Ma * carried as 8 nom 

t tetes par * please coe 

tH C BRIDENBERG. EMONS &8HOK OO 
210 Lincoln M., Bostan, Mass 




















WHOLESALER HAS FAST INSTOCK 
LINE. Men’s lowest priced welts in America. 
Also infants’ and children’s. $3.00 retailers 
All territories available. 6% commission. Roy 
Mantelman Shoe Company, 1132 South Wabash 
Avenue, Chicago, Illinois 
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SALESMAN WANTED for quality Line 
of Infants’, Children’s and Misses’ Cement and 
Pre-Welt Shoes. Reply to Box 741, Boot axp 
Snore Recorper, Chestnut & 56th Streets, Phila 
delphia 39, Penna. 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 
DISPLAYED 
$16 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising 
is payable in advance 
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Index to Advertisers 


This index is published as a convenience 


Acme Boot Company. 
Adams Brothers, Inc. 
Altschul, Julius, Inc. 
Amer, William, Company .... 
American Girl Shoe, The .... 
Avon Sole Company 


.Front Cover 


B & R Shoe Co. 

Baris Shoe Co. : 

Bata Shoe Company, Inc. ... 
Beckwith-Arden, Inc. 

Boot and Shoe Recorder 
Brown Company 

Brown Shoe Company 


Cameron Company, Displays . 104 
Camitta Shoe Co. .. 105 
Carry-Pack Company, Ltd. .. 57 
Carter, J. W., Company 
Cat’s Paw Rubber Company, 
Inc. 55 
Cavalier C ompany Wee os «atc 
Cedar Crest Shoe Co. . 65 
Colonial Tanning Company, 
Inc. . : Second Cover 
Curtis Stephens Embry Co. .. 69 


Danskin, Inc. ... 
Dow Corning Corporation .... 


Edwards Shoes, Inc. ; 
Edwards, Vincent, & Co. 
Emmco Products Div. Essex 
Master Mold Co., Ine 
Endicott Johnson C orporation 
66, 
Everett & Barron Co. 


Farber, L., Welting Company 
Freeman Shoe Company 


Gaffin, Seth, Shoes, Inc. 

General Tire & Rubber Com- 
pany 

Gerberich-Payne Shoe Com- 
pany 

Gilbert Shoe Co., 

Goding Boots, 

Goodrich, B. F., 
pany 

Goodyear Tire & Rubber Com- 
pany 

Green Shoe Mfg. Company 

Back Cover 


Hempstead Shoe Manufactur- 
ing Company 

Herbst Shoe Manufacturing 
Company .Third Cover 

Heydays Shoes, Inc. 34 

Hollywood Products, a 

Hubschman, E., & Sons, Inc... 51 


Irving Tanning Company .... 


Kelly Sales, Inc. 
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No liability is assumed for errors or omissions 


Lawrence, A. C., Leather Co. 26, 2 
Leather Industries of America 

14, 
Leo’s Advance Theatrical Co.. 
Long Arm 


Marbon Chemical Division 
Borg-Warner 

Markell, M. J., S 

Mears Heel Co. 

Minor, P. W., & Son, Inc. 

Monarch Marking System 
Company, The 

Mosinger-Cohn Shoe Co... 


Nashua Footwear Corp. 
National Shoe Board Confer- 
92 
Nohel Manufacturing Co. 
Nocona Boot Co., Inc. 


Ohio Leather Co., The 


Magazine 
S., Co. 


Parents’ 
Pierce, C. 


Rockingham Shoe Company .. 91 
Romito-Donnelly Corporation. 100 
Ross, A. H., & Sons Co. ¢ 
Rubin, Irvin 


Sabel, I., Inc. . 
Salomon & Phillips 
Shaw, M. T., Inc. 
Stoff, M., & Co. 


Taylor, Thomas, & Sons 
Thonet Industries, Inc. 
Tingley Rubber Corporation. . 
Topps Shoe Store 
Traister, Oscar, 


Shoe Com- 


United Shoe Machinery Cor- 
poration 
United States Rubber Company, 


N augatuck Chemical Divi- 


Vaisey-Bristol Shoe Co. 

Virginia Oak Tannery 
Corporation 

Vulcan Corp. 


Sales 


Wamsutta/Pacific Industrial 
Fabrics 
Weil, M. K., Shoe Co..97, 101, 


Wellco Shoe Corporation 


Yearsley, H. M., Corporation. 


e Dates to Remember 


MAJOR MARKETS ... 


Mid-Season Shoe Fashion Conference 
Week, National Shoe Manufacturers 
Assn., National Shoe Retailers As 
New England Shoe and Le r Ass 
ond Assn. of Shoe 
Stores 5 Hote 
York 

Advance Spring Shoe Market 
New England Shoe and Leather 
Hotels Statler Hilton and Sheraton 
Plaza, Boston Oct. 

National Shoe Fair, Nationa! Shoe 
Manufacturers Assn. and National 
Shoe Retailers Assn., Palmer House 
Morrison, Conrad Hilton 
gress Hotels hicagc Oct. 23- 

Popular Price Shoe how of America, 

Jew England Shoe and Leather 
Assn ona oric Assn of Shoe 
Chain Stores Yorker and Shera- 

York 

Trade Show Building, New York 


S 
Nov. 27-Dec. | 


i 
f YC 


voTiona 


Waldorf-Astor 


and Con 


ton-Atiantic Hotels and New 


. .. AND KEEP IN MIND 
Designers Shoe Guild, Resort and Ad- 


Openings, members’ 
showrooms Week of Aug. 21 

Midwest Shoe Travelers’ Assn., Holiday 

Shoe Show, Palmer House, Chicago 
Aug. 21-24 

Michigan Shoe Travelers Club, Shoe 


Show, Statler Hilton Hote 


vance Spring 


New York 


Detroit 
Sept. 
Miami Beach Shoe Show, Deouvi e 
Hotel Miam 
Annual Canadian Shoe and Leather 
Foir, St Leather Council of 
Canada Mt. Royal Hote 
Oct. 2-6 
——a Shoe Travelers, Inc., Spring 
Shoe Show Henry Grody Peachtree 
C and Pied 
Atlanta Oct. 23-26 
Pacific Northwest Shoe Travelers, Inc., 
Spring Shoe Fair, New Wo 


Stewart and Olympic Hote 


11-13 


25-28 


Beach Flo Sept 


Montrea 


nkler Plaza 


on Peachtree 


mont Hotels 


shinaton 


Northwest Shoe Travelers, Inc.. 
Shoe Fair, St. Poul Hote 
Minn 

Michigan Shoe Travelers Club, "See ng 
Shoe Show, Statler Hilton Hotel, De 
troit Oct. 30-Ne 

Accounting and Office Management 
Clinic, Eastern Session, National Shoe 
aa gag 3 Assn Hote! Roose 


bh 


New York Nov 
MASTA Spring Shoe Show, Middle At. 
Travelers’ Assn. : 


lontic Shoe Tra 


smin Franklin Hote 


Southwestern Shoe Travelers Assn., Inc., 
Spring Shoe Fair, Adolphus, Boker 

S ythland and Stat Hiléan Hat 
Dallas Nov 
West Coast Shoe Travelers’ Associates, 
rina Shoe Show Alexandria 


Spring | 
more and Shercton West Hotels 

Los Anqele Nov 
Pennsylvania Shoe Travelers’ Assn., Inc. 


Carlton 


House and Penn-Sheraton, Pittsburgh 


Spring Shoe Sh Hotels 
Nov 
Mountain States Shoe Travelers Assn.. 
Spring Shoe Show, Albany Hote 
Denver Nov 
Ohio Shoe Travelers Club, Spring Shoe 
Fair, Deshler Hilton Hotel, Colum 
bus, Ohio Nov. 13-15 
Travelers’ Assn., Spring 
House 


7.15 
13-15 


Boston Shoe 
Shoe Show 


Boston 


Nov. 13-16 


a» 
rorker 
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CUT 
INSEAMING 


COosTs 





@ Substantial Welt 
Savings 


e Higher Production 


e Smoother and easier 
to operate 


L. addition to substantial welt 
savings the Goodyear Inseam Sewing 
Machine — Model D provides smoother, 
faster operation, improved thread 
handling, and tighter inseams for all 
Goodyear welt shoes and practically 
invisible joints in sewed seat shoes. 


Automatic welt cut-off and controlled 
welt usage combine to give higher 
production at lower cost on all types 
of welt shoes. For sewed seats there 
are the added advantages that the 

welt butting or jointing operation is 
eliminated. Also, a continuous seam is 
sewn right over the welt joint for added 
strength at this point. 


If you would like to see more of the 
welting you buy sewed onto your 
shoes instead of in the trash can, 
this is a machine you should 

order now. 


Apts 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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The Meeting of Professional Minds 


and Child Life Methods 


is measured in direct personal results for CHILD LIFE Dealers 








rofessional men to prescription shoes spurs growth 

the dealer building a ‘feature shoe” business. To 

nd Child Life carries a constructive, ethical product image to 
ysicians by these methods: 


ADVERTISING IN PROFESSIONAL MAGAZINES 


CONVENTION ATTENDANCE at 
their local dealer i 
the local dealer 
DIRECT MAIL CONTACT by tne tact 


of the local dealer to the doctor 


PERSONAL DEALER-DOCTOR CONTACT 
plann prog! for the dealer. It builds 
respect 


It is this agreement of professional minds with Child Life methods 
that produces so satisfactory a direct ref business for Child Life 
dealers. We would welcome the opportu ty to —s rou the many 
specific advantages you gain from Arch ‘Teaka Shoes and the 
services that Child Life provides 


HERBST Shoe Manufacturing Company P. O. Box 2005, Milwaukee 1, Wisconsin 








Stride Rite lasts and leathers, Stride Rite fit and 
made-for-motion construction have all been proven 
in the most critical test to which shoes could ever 
be subjected . . . on children in action, under every- 
day conditions. 

For 40 years, and for well over 60 million pairs, 
Stride Rite design and quality have met the realistic 
test... living the life that children lead, staying with 
them, seconding every motion of their flying feet. 


Stride Rite’s consistent quality and skilled design 
have met with the approval of the so many doctors 
who recommend children’s shoes. 


Stride Rite will continue to make fine shoes fitted 
and adapted to the foot . . . and to test them in 
Stride Rite’s own special laboratory, on the feet of 
millions of children who have never worn any other 
brand of shoes. 


THE SHOE THAT UNDERSTANDS CHILDREN 


Green Shoe Mig. Co., Boston, Massachusetts 

















